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the new BILT-WELL line 
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line 








Nia syic Kitchen Cabinets are out in front because 
of the outstanding features that appeal to Dealer, Builder, Archi- 
tect, and Homemaker. 


DUSTPROOF ENCLOSURE 

The drawers and doors overlap their open- : eS ; : 
ings and make the interior of the cabinet Nu-Style Cabinets are sold in neat, labeled cartons, which means 
dustproof. 


to the Dealer a saving of warehouse space and a quick, easy way 
to identify products. 
Nu-Style Cabinets are sold K.D. with easy-to-understand instruc- 
tion sheets for assembling—an appealing feature to the Builder. 
Architects are especially impressed with the smooth, modern 


styling that harmonizes with latest refrigerators and ranges. 





Then for the Homemaker there are the easy-to-reach drawer 
DOVETAILED DRAWER FRONTS = , yi ‘ 
The dovetail can only be seen from the bot- and door handles that eliminate stooping and stretching—smooth, 
meee saate ep Gene me ee flush fronts for easy cleaning—recessed toe space for correct, 
where it woutd detract from appearance. 
healthful posture. 

From the features described and illustrated, you can readily see 
why the Nu-Style Cabinet is a Leader. Surely they are worth in- 
vestigating. Write us for the name of your nearest source of supply 
for Bilt-Well Nu-Style Kitchen Cabinets . . . the Leader in its field. 


TWO DEEP DRAWERS CARR, ADAMS & COLLIER co. BILT WELL 


Extra depth is provided in two drawers for 





those bulky articles. Dubuque lowa wood WORK 
"Panderota Fine Woodwork ‘ ene 
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Superior Unit Wood Zee Clos-tite Casements New Bilt-Well Corner Yeu Bilt-Well Mantels 
Windows “Ip ' Cabinets” , ; 

Bilt-Well Interior Wew a paemnen Yew Bilt-Well Storm Sash Yeu eal Telephone 
Bilt Well Exterior Hew Bilt-Well Combina-  7ew Bilt-Well Screens Hew Bit-Well Stair Parts 
Doors tion Doors Yew Gli-dor Cabinets ' nae 
Nu-Style Kitchen Bilt-Well Louvres and Bilt-Well Medicine N Bi t-We nit Linen 
Cabinets Hew Gable Sash Cabinets Cabinets 

Bilt-Well Entrances nN, Carr-dor Overhead nN Bilt-Well Ironing Bilt-Well Breakfas? 
Bilt-Well Shutters Garage Doors - Board Cabinets Hew Nooks 


October 25, 1947, AMERICAN LUMBERMAN & 








tena SERENE 





yecause 


_ Archi- 


means 


Sy way 


instruc: 
Suilder. 
nodern 
Ss. 

drawer 
smooth, 
correct, 
dily see 
yrth in- 


“supply 
ts field. 


one 


Parts 


Linen 


ast 


MAN & 








| NEWS TA 





- ein SERIE 














HASHES 3 ke ke ke KK 


CONSTRUCTION EXPENDITURES in August were at the highest 


peak in five yedrs, the Bureau of Labor Statistics reported. New 
‘onstruction expenditures increased in August to $1.2 billion dol- 
lars, a stepup from July to August of $59 million. Three-fourths of 
the new work put in place during the month was financed with 
private money. Housing accounted for nearly 50 per cent of 
privately financed new construction, nonresidential construction for 
about 30 per cent. 


x * 





EMPLOYMENT by construction contractors for August was up 14 


per cent (235,000) over August, 1946. Greatest increase came in 
employment in private residential building which occupied two- 
fifths of all construction workers in August, 1947. However, em- 
ployment on nonresidential building declined over the 12-month 
period, dropping from three-tenths of the total last year to two- 
tenths this year. 





NORMAN P. MASON, president of the National Retail Lumber 


Dealers Association, has this to say following a nationwide sur- 
vey: dealers are getting most of the common lumber they need 
but no heavy inventories anywhere; stocks of upper grades less 
than 20 per cent of normal; scarcest items: flooring, siding, nails, 
millwork, plywood, gypsum board and lath, asphalt roofing, screen 
wire and steel pipe; only items in short supply everywhere: ply- 
wood, millwork and siding. 


GYPSUM BOARD PRODUCTION will be sufficient to meet an an- 


nual demand exceeding 4.5 million square feet by the middle of 
1948. That is the gist of a special industry survey made by the De- 
partment of Commerce. The report states that more gypsum board 
will be produced this year than actually will be incorporated in- 
to construction. 








RISING INCOME OF THE FARMER continues while that of wage 


and salary people continues to drop on the basis of real income— 
the relationship of revenue to living costs—reports the Investors 
Syndicate. While wage and salary earners now have only about 
96 cents of buying power for each dollar a year ago, farmers 
have about $1.09 for each 1946 dollar. The wage earner’s prob- 
lem is caused by the sharp rise in the price of food; the average 
family now pays about $1.31 for the same amount of food that $1 
bought a year ago. 





BUILDING COSTS are up 104 per cent on a national average 


since 1941, the Dow Service reports. This finding is based on a 
survey of 140 cities in 48 states. This increase, says Myron L. 
Matthews of Dow Service, “is due more to cost of materials de- 
livered at the construction site than to labor’s wage increases.” 
The rise in labor costs since 1941 was reported at 77 per cent. 
The largest geographical increase, 108 per cent, was reported in 
the Rocky Mountains and in the West Coast area. 





CHICAGO’S BUILDING PERMITS for the first nine months of this 


year are 10 per cent below the same period in 1946 and 20 per 
cent off in value. Building Commissioner Paul Gerhardt Jr. re- 
ported permits issued by the city through September numbered 
4,809 with a total value of $77,250,000. Of the permits issued, 2,- 
913 were for homes and 1,435 were for apartment units. 
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HOME BUILDING 


NAHB says September starts 
establish all-time record 


HOMES are now being erected 
at the rate of 10 houses per hour, 
every hour of the day, according to 
the National Association of Home 
Builders. This report is based on 
starts reported by member chap- 
ters of NAHB throughout the 
country. 

Frank W. Cortright, executive 
vice president of NAHB, said Sep- 
tember starts exceeded the all-time 
number of starts made in August. 

September building, said Mr. 
Cortright, pushed production of 
houses well beyond the half million 
mark for both starts and com- 
pleted homes. 


FHA PROGRAM 


Lender-builder reported showing 
real interest in Title |, Class 3 


THE lender-builder is showing 
real interest in the revised Title I, 
Class 3 FHA program, says Com- 
missioner Franklin D. Richards. 

This new program is intended to 
help lender-builders construct mod- 
est homes in the $3,000 to $4,000 
price range in areas where such 
home units are adaptable. 

No FHA inspection is required, 
the responsibility for inspection be- 
ing left with the lending institu- 
tion. Financing is permitted under 
requirements much less strict than 
under Title II and Title VI. For 
example a builder or individual can 
finance a house with a minimum 
floor area of 360 square feet or 
smaller if FHA approves. Prog- 
ress payments not exceeding 80 
per cent of the amount of the loan 
are permitted. 


SOUTHERN PINE 


$500,000 trade promotion 
program covers five phases 


PLANS for a $500,000 trade pro- 
motion program extending over a 
three-year period have been made 
by the Southern Pine Association. 

The program, according to J. R. 
Bemis of Prescott, Ark., chairman 
of the committee, will cover five 
broad phases of activity: technical 
service and field work; co-operation 
with dealers; the preparation and 
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WRITE DEPT. 63. 589 E. ILLINOIS, CHICAGO 11, ILLINOI 


ADVERTISED 


NATIONALLY 


Tieve’s your chance to add a 
highly profitable new source of 
sales—and, at the same time, 
increase your sale of paint. 


Because painting is so much easier ( 
with the Lowell ‘Thoro-Spray,” el 





the man of the house will want to 
do much more work around 
home. This means more painting 
will be done, more paint used. 
Stock up on the Lowell Electric 
Painter now and corner the 

sales that are on the way! 


LOWELL ads will appear regularly 
starting November 22nd. 
Watch for them! Stock up now! 


© 1947«L MCo. 
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NEWS aad TRENDS 


distribution of consumer and tech- 
nical literature; publicity and space 
advertising. 

Starting with the Chicago area, 
the association will begin a cam- 
paign of personal contact with deal- 
ers, specifiers, architects, designers 
and industrials in the various 
Southern Pine consuming terri- 
tories. 

PERSONAL CONTACT 

The committee considers the per- 
sonal contact campaign important 
as a means of strengthening con- 
fidence in the “future permanent 
supply of quality Southern Pine 
lumber,” said Mr. Bemis, “and to 
acquaint these groups with the 
program, its objectives and the 
services it makes available to them. 

Mr. Bemis said many dealers 
2re making use of the advertising 
mat service provided by the As- 
sociation. Under the expanded pro- 
ram, this service will be provided 
at the rate of one mat a week. 

The committee is also attempting 
to combat unfavorable propaganda 
against the industry by providing 
public-interest information to ed- 
itors, newspaper publishers, na- 
tional magazines of general inter- 
est, also trade magazines. 

Particular attention, said Mr. 
Bemis, will be given to the prepara- 
tion of helpful information for 
architects, designers, specifiers, 
contractors and other technicians in 
the building industry. Dealers will 
receive non-technical literature di- 
rected to home builders and the 
public. 

A Steering Committee has been 
appointed to keep the program flex- 
ible. This committee, composed of 
a small group of members of the 
advertising and trade promotion 
committee, will keep various phases 
of the program tuned to current 
conditions. 


SHIPLEY RE-ELECTED 


Business and pleasure combined 
during SCPI cruise convention 


ROY A SHIPLEY, Pittsburgh, 
Pa., was re-elected president of the 
Structural Clay Products Institute 
at the annual convention which this 
year took the form of a week's 
cruise and sightseeing trip up the 
St. Lawrence and Saguenay Rivers 
in Canada. 

Mr. Shipley noted that while 
brick production has showed mod- 
est gains for the most part since 
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_ An Invitation from American... 











Once lost, public confidence is difficult to regain. Many manu- 
facturers, such as the American Varnish Company, regard this 
confidence as a trust .. . and have enjoyed the success that comes 


from always offering the finest products in their fields. 


The AMERICAN line of quality paints and varnishes has been 
in short supply during recent years. But the increase in production 
facilities has made it possible to keep a continual flow to dealers 


who have long been part of the AMERICAN family. 


Today, many lumber and building products merchants are being 
numbered among the AMERICAN dealers throughout the country. 
They know the importance of buyers’ confidence in all products 
they offer. That’s why, in stocking paints and varnishes, they turn 
to AMERICAN for a name that has consumer recognition and 


assures satisfaction. 


There are still a few good territories throughout the country 
that are open to discriminating dealers who refuse to compromise 
on quality ... and are anxious to stock the complete AMERICAN 


line. 


As a service to all lumber and building products mer- 
chants, we invite your inquiries about AMERICAN 

. and offer the opportunity to become the local 
representative for AMERICAN paints and varnishes. 


Simply address your letters to — 


WATCH FOR OUR ADS IN 


1126-1140 North North Branch Street @ Chicago 22, Illinois 


Manufacturers of varnishes — paints — stains — lacquers — synthetic enamels — cello film — soldering flux 
and special coatings 
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Demand for 
Western Woods 
Continues Active 


While production of western woods has 
continued at high levels, demand has also 
continued strong. Many items are hard 
to buy. The car shortage has handicapped 
shipments—and buyers from the consum- 
ing markets generally are pressing for 
early deliveries. 


All in all, your Western Wholesalers are 
finding it a little harder to meet require- 
ments than a few months ago—but they 
are right on the job every minute seek- 
ing to serve all customers to the best of 
their ability. 








564 ‘Market 7 re rer 4, “Cal. 





MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 





CARL SODERBERG) oe Semi. 
LUMBER COMPANY ‘ite. ore) 


Manufacturers and Wholesalers Wtieston 





Duncan Lumber Co., Inc. 
White Bldg., Seattle | 
Specializing in dimension. and boards. 


Edward J. Sherman Lumber Sales 
Board of Trade Building 
Portiand 4, Oregon 


Morrill & Sturgeon 


Lumber Co. ceeataenes 
Yeon Bidg., Portland, Ore. 











Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
WALES LUMBER COMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 
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the war, output in recent months 
has been held down because of the 
shortage of supplies in some other 
material lines. 


“We can take pride,” said Mr. 
Shipley, “in the fact that the brick 
and tile industry was by all odds 
the first in the materials field to 
cast off its war-time handicaps and 
to complete reconversion. Our in- 
dustry was the first to be able to 
meet full market demands and it 
was the first to be able to adopt 
modular co-ordination on an indus- 
try-wide basis.” 


Douglas Whitlock, general coun- 
sel for SCPI, who has played an 
important part in opening up the 
industry to free competition, as- 
serted that with the lifting of Gov- 
ernment restrictions the construc- 
tion industry is now “on proba- 
tion.” 


“No matter how difficult the 
job,” Mr. Whitlock added, ‘“‘we 
are expected to make a showing to 
prove that we can provide the 
homes needed to shelter America 
We can do this job and we have 
already made one answer in the In- 
dustry Engineered Home Program. 


JOINS ABP 
AL&BPM pledges its services 


to maximum industry usefulness 


AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER has 
been accepted as a member of Th: 
Associated Business Papers, Inc. 

ABP is a national association of 
business publications pledged to 
increase their usefulness to their 





subscribers and at the same time 
help advertisers secure a larger re- 
tun on their investment. 

In becoming a member of ABP, 
this magazine reaffirms the princi- 
ples it has followed for many years 
and pledges itself to a Code of 
Ethics and Standard of Practice 
outlined fully below. The purposes 
of the association are to foster the 
best interests of the business press 
and to help solve the common prob- 
lems of busines papers. 

By joining the association, the 
publisher agrees to conform to the 
foHowing requirements: 

1. The advertising columns must 
be open to all reputable advertisers 
in their field furnishing copy ac- 
ceptable to the publisher. 

2. The business paper must not 
be owned directly or indirectly by 











EIGHT hours after The Flintkote Company’s sales department in New York City received «an 
emergency call from the U. S. Army Engineers Corps., Washington, D. C., distribution of needed 
roll roofing was started in devastated Florida communities. Within two hours after the call 
was received truckloads of Mineral Surfaced Asphalt Roll Roofing were en route from ‘he 
East Rutherford, N. J. plant to the Newark, N. J. airport, where they were loaded on six C-47 
transport planes. The pl took off immediately for Egland Field, Fla. 
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Picture an everlasting forest that Mother Nature 
automatically re-seeds and replenishes year 
after year and decade after decade — where 
each succeeding generation of trees reaching 
maturity is turned into saw logs, giving space 
and light and air to the on-coming younger 
growth, the saplings and seedlings that they can 
develop quickly to maturity. 


Picture a forest that will never cut out—that will 
defy old-man Father Time. 


That is Kinzua’s objective. And Kinzua is mak- 
ing progress toward that objective—and some 
day expects to have an everlasting forest that 
will defy time. 


Kinzua can always replace, modernize or re- 
build its plant. It is an everlasting forest that 
holds the key to the permanent operation Kinzua 
has in mind. When Kinzua’s vast forest acreage 
demonstrates its ability to constantly replenish 
itselfi—then Kinzua will have a permanent op- 
eration—and be able to supply famous Kinzua 
Quality Guaranteed Ponderosa Pine for all time 
to come. 
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520 ON PLYWOOD ALONE 


“ ields lum- 
“Plywood Center plan yie 

a aaa big returns in — 
sales. His advertising, store d1Sp ys 
and _ sales methods also increase 
sales in other items. — 

n 

Sellers of lumber, pal 
hardware, as well as plywood, 
Sloan Stores’ “plywood center’ 1s 





Arc ee at , 
located at 2239 S. Van nt. 





Here’s How: He stocks a selection of all these plywoods: Birch @ Maple e 
Yellow Pine @ Poplar @ Gum @ Mahogany @ Walnut @ Oak ... which 
Aetna has available. He features “Plywood Center” in his store where cus- 
tomers can select the right plywood for the job. Result: More satisfied cus- 
tomers and larger profits. 


GET THE FULL STORY ABOUT... 
“A Plywood Center For Your City.” Write today. 


PLYWOOD AND VENEER COMPANY 
1732 ELSTON AVENUE, CHICAGO 22, ILLINOIS 


Phone Armitage 7100 Teletype CG 305 











This is Bessmay 


KIRBY LuMen | 
CORPORATIN . 


BESGMAY THs Ps 


This is Bessmay, a Kirby mill 
where good lumber has been 
made over many years — and is 
still being made. It is one of a 
group of five mills, all dedicated 
to the manufacture of good lum- 
ber. 





the time. The market may be 
good, or it may be sluggish. It 
may vary as a thermometer from 
January to July, but the quality 
of the lumber made by these mills 
is as uniform as the fine logs to 
be seen in a Kirby pond. 


If there is one quality which all 
five of these mills have in com- 
mon it is this: they make the 
best lumber they know how ALL 


KIRBY 


Yellow Pine 


LUMBER 
CORPORATION 


Southern Hardwoods 


“A Wood for Every Purpose” 


KIRBY BUILDING HOUSTON, TEXAS 
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any trade, class or professional as- 
sociation. 

3. It must not be an organ or 
mouthpiece of any house or com- 
bination of houses to further spe- 
cial interests against the joint in- 
terests of the trade or class. 


Furthermore, . the publisher 
agrees to abide by the following 
Code of Ethics: 

1. To consider, first, the inter- 
ests of the subscriber. 

2. To subscribe to and work for 
truth and honesty in all depart- 
ments. 

3. To endeavor to be a leader of 
thought in his editorial columns 
and to make his criticism construc- 
tive. 

4. To encourage all constructive 
efforts to improve the standards 
and quality of advertising. 

5. To avoid unfair competition. 

6. To determine what is the 
highest and largest functions of 
the field which he serves, and then 
to strive in every legitimate way 
to promote that function. 


SPECIFIED STANDARDS 

The Standards of Practice, out- 
lined below, are intended to pro- 
mote the welfare of readers and ad- 
vertisers alike. Each member of 
ABP agrees: 

1. To refuse to publish paid 
“write-ups” and to measure all 
news by the standard: is it real 
news?; to publish no material in 
the editorial pages as a considera- 
tion for advertising space; to re- 
frain from the violation of copy- 
rights of other publishers and to 
use every reasonable means to pre- 
vent publication of material which 
is the rightful property of another 
publication. 

2. To refuse to run any adver- 
tising copy in which any statement 
or representation is made which 
disparages or attacks the goods, 
prices, services or advertising of 
any competitor of any other indus- 
try or which contains statements 
or claims about an advertiser’s own 
products or services which the pu!)- 
lisher knows or has reason to be- 
lieve are untrue or inaccurate. 

3. To make available to all adve- 
tisers the prices of all space, pre- 
ferred and specified positions, ¢o!- 
ors bleed borders, inserts and sery- 
ices which a publisher may offer, 
and to make no discrimination be- 
tween advertisers as to prices, rui- 
of-paper positions or terms of 
methods of payment for the same 
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: In drying and seasoning Frost takes nothing for granted. Automatic 
dry kiln control, double checked by oven testing while lumber is in 
the kilns, must result in prescribed moisture content, confirmed by 
the telltale moisture meter before shipment. These are the methods 


by which Frost Pine safeguards your reputation as a dealer in quality 





lumber that stays put. 


FROST LUMBER INDUSTRIES, INC. 


St. Louis, Mo. SHREVEPORT, LOUISIANA ‘Mt. Vernon, N. Y. 
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Production is improving 


Nationally aig 
Advertised Mibpae 











Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED 7, 
e Spectacular Pent:u 
90% Red Heart Demand for SUPERCEDAR 
or Better is most gratifying Mr 


Dealer, reserve space for 
it in your shed—we are 
going to make it availa- 
r ble to you as rapidly as 
conditions will permit. 


100% Oil Content 





Product of 


GEO. C. BROWN & CO. 


GREENSBORO, N. C. 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 




















( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 












Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 
best profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells-so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or four 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. 


The PLASTIC Repair Material 
in POWDER Form 





] DONALD 
DURHAM 
COMPANY 
Des Moines 4 










































NEWS «ad TRENDS 
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amount and same kind of space 
used under the same conditions and 
within the same period of time. 

4. To promote and sell his own 
publication solely upon its merits; 
to make no misrepresentations 
either in the use of research data 
and survey results or otherwise; 
to employ no advertising or per- 
sonal selling methods which are 
unfair to other publications and 
advertising media. 

5. To make available to adver- 
tisers full information regarding 
character and extent of circulation, 
including detailed circulation state- 
ments, subject to proper and au- 
thetic verification; and to maintain 
effective control over circulation 
sales channels to the end thai: (a) 
subscriptions will be solicited only 
from individuals and firms inter- 
ested in the field or industry served 
by the publication; (b) any pre- 
miums offered will not be intro- 
duced into any sales combination 
to the extent that the paper is 
bought mainly to secure the pre- 
mium; (c) the amount of com- 
mission paid salesmen shall not be 
so great as to encourage price 
cutting to obtain a subscription or- 
der. 


T-E-W STILL ALIVE 


Whitlock urges campaign 
to keep public informed 


DOUGLAS WHITLOCK, chair- 
man of the Building Products In- 
stitute, urges building industry 
representatives in every commii- 
nity to make certain that the pu)- 
lic knows the truth about the Taft- 
Ellender-Wagner housing bill by 
the time the next session of Con- 
gress convenes. 


“There has been tremendous pr. - 
paganda in behalf of this danger- 
ous and unwise legislation, and 
there will be more in the future,” 
Whitlock said. 

“The public has been misled inio 
believing that the T-E-W biil wiil 
bring about a substantial increase 
in home building, and that is not 
true. It will stimulate the building 
of few if any more housing units, 
because the private building indus- 
try will operate at capacity wich- 
out any governmental intei vention 
and will employ all of the available 
supply of skilled building labor. 


“The T-E-W bill would merely 
transfer a part of the home build- 
ing activity from private to gov- 
ernmental auspices and would in- 
troduce highly undesirable and un- 
sound financial practices in the 
building field. 











“The Africans were nice about it, but we had a devil of a time with our customs people.” 
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HIGHER PRICES: better get fixed for more infla- 


tion, since that increase seems definitely on the 
way. Right now, we're getting the impact of crop 
shortages in terms of rising consumer prices. 
There are other inflationary factors of course, in- 
cluding exports; all adding up to the pressure of 
extra money upon the U. S. markets. 


EXAMPLE: the American citizen eats about 17 


percent more, in pounds or bushels than he did 
during the ‘35-’39 period. But the national food 
bill, measured in dollars, is about 52 percent 
higher than in 1945. This is for products of Amer- 
can farms. Those who should know say that food 
prices will go higher during the coming months. 





RECESSION: some famous industrialists expect 


5 recession or, at most, a minor adjustment; they 
ty you can't have industrial depression when cap- 
ital goods industries are busy. That's good theory. 
he danger is outside the U. S. It's the possibility 
hat world-wide inflation may blow the world’s 
economy. It happened in the late and unlamented 
0's and ‘30's. 


HOT SPOTS: U. S. living costs are less than 


louble the figures of ‘37. In France they're 13 

times as high as in ‘37; and in Italy they're 50 times, 

ind in China 30,000 times as high as in ‘37. Better 

vatch France. If that country blows her economic 

top, just as well send the Marshall Plan back to the 
ible. France is the country to watch. 


DOMESTIC OMENS: keep a deductive eye on the 


‘enerally low production ratio per industrial man- 
ur, aS compared with industrial wages. This is 
‘ top factor in inflation. Industrial workers need 
ie money, but higher wages without correspond- 
g production always defeats them. Because if 

‘he production lag, wages never catch up with 
rices. 


MARKETS: while national totals of individual in- 


omes, bank deposits and currency supply are at 
iew highs, they’re far from evenly distributed. 
)ne more round of industrial wage raises, without 
{ corresponding raise in production, could mean a 
lisastrous number of the nation’s retail customers 
riced out of the markets. 
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YARD OFFICE: only one real reason for mention- 
ng the above items; it's a new era, and this is a 
jood time to make sure your accounting practices 
ind formulas really reflect it. Too many distrib- 
utors have been kidding themselves about costs 
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and profits, guessing the first too low and the sec- 
ond too high. Do you know your break-even point? 
If so, you're good. 


COSTS: how about those indirect expenses? 


Chances are your local taxes are up. It costs more 
for your city to operate the schools and the po- 
lice and you get the bill. It costs you more to keep 
the yard fixed up. Office wages are probably up. 
All these things and a lot more ought to be re- 
flected in overhead percentages. Often they're not. 


CAPITALIZATION: buildings put up even last 


year couldn't now be replaced for the original in- 
vestment; pre-war warehouses probably cost about 
half their current replacement figure. Deprecia- 
tion, under the law, isn't going to cover that spread. 
Trucks and office equipment have spiraled up with 
everything else. Replacement will be at current 
prices. 


SELLING COSTS: administrative and selling ex- 


penses have been relatively low. They’re going to 
rise. Every indication of a coming period of in- 
tense sales competition. This involves more than 
mercantile planning and staff training, important 
as these things are. It means finding something 
that can be used for operating money. 


BUILDING PRICES: housing prices, according to 


United Industrial Associates, have risen on a per- 
centage basis more than any other major item in 
the cost of living, most of the increase being in ‘46 
and ‘47. Following a break in late ‘46, the price 
of finished houses rose; and in September this year 
these prices were 130 percent above the ‘39 levels. 


BUILDING PROFITS: the spread between con- 


struction costs and the sales price of finished 
houses became wide in ‘46; and, while it is nar- 
rowing, it is still about 70 points wider than in ‘42. 
This spread, more than anything else, explained 
the great midsummer increase in housing starts. 
So long as house selling prices stay high, this high 
rate of construction will continue. 


HOUSING INVESTIGATION: the Joint Committee 


on Housing is making the first circuit through the 
country, holding hearings in 15 or 20 cities as far 
west as Chicago and as far south as New Orleans. 
Other trips will be made later. The purpose of the 
field hearings seems to be the determining of lo- 
cal conditions. 
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B/RDS A BEAR FOR WEAR 


This Roof Has Served For 25 Years! 






Good as those 1922 Bird shingles were, 
today’s are far better. In recent years, Bird’s 
endlessand painstaking research hasyielded 
many value-giving improvements. For ex- 
ample, today’s Bird roofs have granules 


specially processed for adherence, thick 





BIRD 


NEPonsey 
prooucTs 


Seas ee - a oS oS Re 


The Bird roof on this home in Vernon, Illi- 
nots, has withstood the ravages of time and 
weather for a quarter century. And it’s still 
going strong! 


butt construction, shatter-resistant coating, 
Weather-Tex surface. They have that built- 
in quality that is a basic ingredient of every 
Bird product. This quality is constant — 
assured by Bird’s Controlled Production 
every step of the way. That’s why Bird roof- 
ing dealers say —and homeowners agree — 
Bird’s a bear for wear. 


BIRD CONTROLLED PRODUCTION 
YOUR GUARANTEE OF QUALITY 


safeguard quality. 


BIRD & SON, inc., EAST WALPOLE, M 
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The Opacity Test is another example of Bird’s start-to-finish Pro- 
duction Control. In this test, an ultra-violet light simulating the 
sun’s rays, is focused on the testing material. This is photographed 
and accurately records penetration of these rays. Penetration must 
be kept low to prevent a chemical reaction that causes asphalt to 
lose its bond with resultant loosening of granules. The picture 
shows a penetration reading being taken through the photographic 
plate. The Opacity Test is but one of more than 100 such tests that 
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During every crop cycle there is a time when back- 
plowing protects the yield to come and assures an 
even greater yield. 


In this autumn season when the harvest of profits 
in lumber and building products retailing is being 
gathered it is a time for plowing part of them back. 


The following check list suggests productive ways 
to plow back some of this year’s yield that give prom- 
ise of even better returns in the future: 


1. It is a time to put plant, facilities and equip- 
ment in tip-top shape — to scrap obsolete methods 
and machines — to modernize buildings, driveways, 
shops, sheds, storage facilities, power tools, materials 
handling and delivery. There is no surer way to re- 
duce operating costs. 


2. Overhauling the office and its equipment and 


remodeling the administration facilities, inter-com- 
municating systems, bookkeeping and clerical meth- 
ods and machines will be certain to lower overhead 
and increase employee efficiency. 


» 


It is a time for face lifting of the sales rooms, 
displays, signs and advertising media and methods. 
A modern well lighted, brightly painted, up-to-date 
store will attract ever more consumer traffic, reduce 
sales resistance and lower the cost of selling. 


What better time to review and revise employee 
relations policies, to pension those who should be 
retired, to weed out or transfer the unfit, to install 
¢reup insurance plans, sickness and health benefits, 
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A TIME FOR BACK-PLOWING 





to devise incentive plans that will develop a hard- 
hitting cooperative company team? 


5. What better way to use surplus than to plow- 
back money into employee education in every depart- 
ment, yard, sales administration and service? New 
facilities for education of dealer-employees should be 
investigated and a definite training program set up 
for every permanent employee. This educational pro- 
gram should include the equipment of each and every 
employee with the right tools and instruments for 
superior performance. 


6. What better time to round out a complete 
building products service to your community — to 
widen lines, increase services, to install jig tables and 
yard fabricating equipment, to build a model indus- 
try engineered home, to have a small line of inven- 
tory homes, and to defer income taxes with a few 
rental houses? 


7. And finally, isn’t it just the right time to step 
up advertising, publicity and public relations invest- 
ments-in-tomorrow? Public good will earned today 
will be reflected in a greater yield of service and 
profit in the future. 


EDITOR 






















McCDANIEL LumBER Co, | 





FRONT view of the McDaniel Lumber company, Eugene, Ore., showing the large picture windows 
and convenient warehouse facilities. 


BUILT TO SERVE 
CONSUMERS’ NEEDS 


Beautifully planned store and yard operated by 
McDaniel Lumber company, Eugene Ore., has shown 
phenomenal growth since it was founded in 1940. 


ONESTY, fair dealing and 
good service are the basic 
planks of the platform on which 


INTERIOR of the retail store shows how the 
supporting columns have been used as the 
central theme for over-the-counter displays. 


28 





the McDaniel Lumber company, 
Eugene, Ore., has built a prosper- 
ous business within the short pe- 
riod of seven years. The company 
is a partnership owned by B. L. 
Burroughs and H. F. McDaniel, the 
latter serving as manager of the 
yard. 


The McDaniel Lumber company 
was founded in 1940. At that time 
the operating equipment and per- 
sonnel consisted of one truck and 
one truck driver. Today the com- 
pany has five employes and two flat 
bed trucks with roll-off equipment. 


Last year the company moved 
into a new location one block from 
the city limits. The new location 
covers two acres of ground with the 
Southern Pacific railroad tracks in 
the rear and a main motor highway 
in front. The yard sets back 100 
feet from the highway to allow 
ample parking space. 


The yard is 150 feet wide with a 
sales room 64x40. A ramp leads 
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H. F. McDANIEL, manager and half owner 
of the company. 


from the salesroom to the ware- 
house 64x60 in the rear. The ware- 
house is truck bed height with five 
sliding doors. 


The company carries a full line 
of lumber, buildng material, lath, 
shingles, paints, builders’ hard- 
ware, insulation, moulding, roofing, 
wall boards, plywood, windows and 
doors. It is considering installing 
a line of wiring and plumbing. 

Two good reasons for the in- 
crease in business at the new !oca- 
tion, according to Manager Mc- 
Daniel, is the adequate parking 
space and the requisite spac: to 
carry ample stock. 


SALES BREAKDOWN 


LAST year retail sales to‘aled 
approximately $250,000. The dol- 
lar volume of some of the major 
departments were as follows: hard- 
ware, $30,000; wallboard including 
insulation board, plaster board and 
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REAR view of the sheds. Lumber shown 

here has been delivered by a straddle car- 

rier from nearby mills and will be loaded 
for consumer deliveries. 


plywood, $46,000; paint, $25,000; 
sash and doors, $20,000; roofing, 
$9,000. 





Arthur Wharfield has charge of 
hardware sales and Robert L. Fair- 
childs is head of the paint depart- 
ment. 


The company’s overall business is 
} not concentrated in any one sales 
' group. About one-third of total 











owner 
sales are made to contractors and 
operative bvilders; one-third to 
industrial and commercial firms . . 
; snd enethivd tc divided tote CONSUMER sales counter in the main store. EFFICIENT method of handling nails and 
ware- ; one-third 18 divide etween Accounting department office is in the rear. metal mouldings is shown in this picture. 
ware- urban consumers and farmers. Store walls are done in knotty pine. Both make for smart displays and easy sales. 
five | , : 
h ‘he McDaniel Lumber company 
» 1s one of five companies in which 
1] line |} Mr. Burroughs has an interest. An 
 jath, } annual budget is made up for each 
hard- » yard with a definite allocation for 
pofing, advertising. 
rs and - —— 
-alling i (he company carries its slogan, 
a > . . . 
~ ks A Modern Home Building Service 
. — into practice by carrying every- 
he m= § thing in the bulder’s line so that 
v po >» community residents can secure 
r me every item they need without going 
arcing into town for it. 
ace to 
ir. McDaniel is a director of the 
Western Retail Lumbermen’s as- 
Ssoclation and a member of the 
Eugene Chamber of Commerce. 
to! aled 
1e dol- 
major § 
- hard- WAREHOUSE is truck bed height with five 
; sliding doors. Ramp leads from the sales- 
eluding room to the warehouse, size 64x60, in the 
rd and rear. 
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For 


© batees IT WAS only the rich 
man who built an artificial 
lake. But today thousands of 
shrewd down-to-earth farmers are 
building their own ponds. Every 
time one is built in a new area, it 
seems to set off a chain reaction 
that ends up with a pond on almost 
every farm which has a stream or 
natural drainage area large enough 
to feed it. 

The reason that farm ponds are 
so popular is that they are profit- 
able and at the same time provide 
the family with recreational facili- 
ties. These ponds are usually 
stocked with fish, for even a small 
pond that is properly managed will 
insure a good fish dinner for the 
family every week. Raising and 
catching fish is good sport and the 
fish dinners throughout the year 
cut back on the family food bill. 
During the summer the pond can 
be used for swimming and in the 
winter its frozen surface makes a 
skating rink in the northern states. 

Perhaps a less romantic but 
more profitable use is derived from 
the constantly available reservoir 
of water. It can be piped to stock 
watering troughs in pastures or on 
the range, so that cattle can use 
all the grasses to better advantage. 
In times of serious water short- 
ages, it can even be used for sup- 
plemental irrigation, to tide over 
the garden crops until the rains 
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come again. All in all a farm pond 
is perhaps the best investment that 
a farmer can make for both profit 
and pleasure. 

To the dealer that promotes 
farm ponds, there is the profit that 
comes out of the material and sup- 
plies that go into these low cost 
structures and the satisfaction 
that comes from being able to con- 
tribute to a better life for the 
neighbors. 

The type of pond that these 
farmers are constructing does not 
depend on a creek for water supply 
or an expensive dam. Water is 
collected from the normal run-off 
of a drainage area. It is im- 
pounded behind a low cost earth 
dam that can be built by the 
farmer and his family with the use 
of power tools that are available 
on most farms. To be permanently 
successful, the dam must be lo- 
cated so that the drainage area be- 
hind it will provide adequate 
run-off water to keep the pond full. 
In all but the dry parts of the 
country, this requires a minimum 
drainage area of five acres for each 
acre foot of reservoir capacity. 
Therefore, a pond one-half acre in 
surface area, averaging 6 feet in 
depth (3 acre feet capacity or 
651,700 gal.), will require 15 acres 
of drainage area. Occasionally a 
dam can be located below a spring 
that will assure a constant water 
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rofit and Fun 





level and provide ideal conditions 
for fish culture. In this event, the 
dam must be located so that at 
high water level, the pond will not 
cover the spring. 

Just as essential as the size of | 
the drainage area is the design of 
the dam, so that water will not top 
it. This is accomplished by pro- 
viding a spillway that can handle 
the maximum volume of run-off 
when the pond is full. A natural 
swale a few rods upstream from 
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the dam makes the most satisfac- 
tory spillway, as it can carry the 
excess run-off to an _ adjacent 
drainage-way. When the swale ex- 
ists, it is only necessary to build | 
the top of the dam a foot or two — 
above the level of the swale. If FF 
however, the swale does not exist, fF 
it will be necessary to build the FF 


Rae ic 


spillway into the end of the «lam. 
It is best to build the spillway of | 
concrete to prevent erosion o! the 
dam itself. The local county «gent 
or farm advisor should be con- 
sulted by the farmer to determine 
the size of the spillway needed to 
protect the dam under local condi- 
tions. 
The first step in building the 
earth dam and pond is to clear the 
site of all trees, stumps, oots, 
large stones and sod. Then the 
ground under the proposed dam 
should be ploughed in the direction 


Illustrations: Portland Cement Assoviation 
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of the length of the dam to assure 
tight contact between the original 
ground and the new fill. Next a 
trench must be dug the full length 
of the dam, for a seepage core. 
This trench must be located under 
the highest part of the dam and 
must go down to impervious sub- 
soil. It should be at least three 
feet wide and filled with well 
packed clay or a mixture of 1/3 
cliy to 2/3 sandy material. 

Next the pipeline must be in- 
stalled to carry water to the live- 
stock tanks below the dam. This 
should be two inch galvanized pipe 
which is placed in a trench two 
feet deep. It should run from the 
deepest part of the pond across the 
dam site. At least two concrete 
collars will be needed around this 
pipe. These must be four inches 
thick and 24 inches square and 
placed on the upstream side of the 
seepage core. The end of the pipe 
that opens into the pond should be 
protected with a large tile similar 
to those used for casing hand dug 
wells. The end of the water pipe 
should project up into this tile and 
should be drilled with 40 to 50 one- 
quarter inch holes. This, in effect, 
will form the filter at the intake. 
Around this filter, the inside of 
the tile should be filled with 
crushed stones. 

With the core wall and pipe in 
place, the project is ready for the 
earth that will be used to build the 
dam. First, a layer of the most 
imprevious soil must be placed 
over the entire base width of the 
dam. This must be compacted well 
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CONCRETE STOCK WATERING TANK 
\ WITH FLOAT VALVES FILTER SEE 


a = = NOTE BELOW 
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Su a 1°DIAM TILE FILLED WITH STONES. 
CUT OFF VALVE CONCRETE ANTI-SEEP COLLARS 3°0°SQUARE- ember aaveneue near 
CROSS SECTION PED AND 30 TO 40-i"HOLES | 
SHOWING WATER PIPE LINE CONSTRUCTION DRILLED IN VERTICAL PIPE - 











TYPICAL pond water supply system. The location of the filter can be marked by extending 
waterpipe above the water surface or by anchoring a buoy fo the filter. 
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CROSS section of trickle tube construction. The trickle tube and inlet should be located near 
one end of the dam and in solid ground. 


and then a core of the same mate- As the height of the dam in- 
rial must be built directly above creases, make sure that the slopes 
the seepage core. This 4 foot wide on the faces of the dam are main- 
impervious earth core must be car- tained. The slope on the upstream 
ried to the high water line of the or wet face should be 3 to 1; and 
pond. It should be built gradually 2 to 1 on the downstream or dry 
by taking the earth for the fill slope. The last 12 inches of fill on 
from the area to be covered by the top of the dam and on the dry 
the pond. Care must be taken not slope should be topsoil so it can be 
to remove more than one or two planted to grass, to prevent 
feet of soil from the area immedi- erosion. 

ately adjacent to the dam. An ef- When a grass spillway is used 
fort should be made to bring the as mentioned earlier in the article, 
soil for the dam from the areas of a trickle tube is needed whenever 
the pond that will be the shallow- the drainage area above the pond 
est. The fill should be placed in exceeds six or seven acres. The 
layers about 10 inches thick and trickle tube carries prolonged small 
packed well before more fill is flows from wet weather, springs 
added. (Continued on page 60) 


CONSTRUCTION details. left, for inlet of the trickle tube. Right are the construction details for con- 
crete outlet of the trickle tube. Side walls are often of cast-in-place concrete, but concrete block con- 
struction is also suitable. Cores of block are filled with concrete. 
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ONE of the latest projects undertaken by Mr. Peters is the prefabrication of a three-bedroom house. 
This house is fabricated in the company’s plant. The exterior can be erected by six carpenters and: 
two laborers in seven hours. These pictures show one of the houses in the process of construction and 


after completion. 


Successful Builder-Dealer Serves Public 


Master Merchant F. Lisle Peters of Lake Charles, La., is living proof 
a retail lumber dealer can build and market a complete home, yet 
work harmoniously and successfully with his contractor customers. 


HE LOUISIANA Western 
Lumber company, Inc. and its 
president, F. Lisle Peters, live their 
slogan, We Serve to Serve Again. 
That is one good reason why the 
company is constantly expanding 
its physical property and multiply- 
ing its services to Lake Charles, in 
which it is located, and the sur- 
rounding area. 


What this growth has meant in 
dollars-and-cents volume, depart- 
men-by-department, is shown 
graphically elsewhere in this arti- 
cle. Sufficient here to say that the 
net worth of the company today 
is $280,000; the original capital in- 
vestment was $50,000. 


Comparative sales figures for the 
first six months of 1945-1947 round 
out the statistical picture. 


First nine months of 


NEES artiesare acre ane $224,815.64 
First nine months of 

ME bvouiaee cekin wie 433,027.72 
First nine months of 

SE : cebobn es abeuews 733,983.26 


It is taken for granted that busi- 
ness and civic groups recognize 
the leadership qualifications of a 
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q- MASTER MERCHANTS OF THE LIGHT \ 


CONSTRUCTION INDUSTRY 
One of the Nation's outstanding building produch re 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be # source of 
practical business ideas and inspiration to other reteilers 
in the industry. Only top-flight merchants will be fee- 
tured in the series, but « sufficiently large number of 
them meet the exacting requirements so thet it will tebe 
many months to cover them all. 


Diciiiiainn 440 


man who has the business acumen 
reflected in the figures above. This 
recognition has come to Mr. Peters 
as a matter of course. 
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SIGNAL HONOR 


BUT the most signal honor from 
the standpoint of building materials 
dealers came when Mr. Peters was 
named president of the Building 
Contractors Association of Lake 
Charles. This may answer the ques- 
tion asked by many dealers: can a 
retail lumber dealer sell contract- 
ors and compete with them at the 
same time? 

Mr. Peters does both successfully 
—a double reason why he qualifies 
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as a Master Merchant of the Light 
Construction Industry. 


His company, founded 29 years 
ago, has progressively taken on 
new lines and expanded old ones to 
keep pace with advanced thinking 
in the industry. 

Six and one-half years ago Lou- 
isiana Western Lumber company 
took the most progressive step in 
its history. It organized the West- 
ern Construction company, a sub- 
sidiary for the exclusive handling 
of packaged building operations for 
consumer customers. This opera- 
tion provides homes in the follow- 
ing categories: 


1. Homes for rent. 


2. Homes for sale fabricated in 
the company’s own shop. 


3. Homes built on contract. 


The latest development in this 
field has been the company’s de- 
velopment of a four-room prefabri- 
cated home 24x28 feet. The first 
demonstration home was erected 
on the company’s own property and 
completely decorated and equipped 
by a local department store. This 
house not only serves as a model 
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for prospective customers, but as 
a delightful haven in which to re- 
lax with visitors and a refuge for 
out-of-town suppliers who are un- 
able to find hotel accommodations. 


HOUSE DESCRIBED 


THE exterior of the first house 
was erected by six carpenters and 
two laborers in seven hours. The 
walls are Cemesto board, the win- 
dows weather stripped in double 
hung. The asphalt flooring used 
throughout the house is grease 
proofed in the kitchen. The living 
room is furnished in maple with 
the walls painted a misty green. 
The kitchen is all-electric complete 
with a dish washing machine and 
garbage disposal unit. 

Most of the company’s house 
sales are in the $5,000 to $7,000 
bracket. Western Construction 
plans a three-bedroom house eight 
feet longer than the demonstration 
house. Assembly of these struc- 
tures insofar as the walls and 
panels are concerned is done in 
the lage new shops of the company 
where weather cannot interfere 
with production. Once the opera- 
tion is in full swing, production is 
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DRAMATIC use of lighting floods the store interior at night as shown in the top picture. Com- 
plete glass treatment, shown in the lower picture, has opened the entire interior of the com- 
pany’s new store to passers by. Store is open from 7 to 9 one night each week. 


expected to average 25 houses 
monthly. 

Two executives beside Mr. Peters 
oversee the activities of Western 
Construction company. They are 
B. J. Mertzweiller, vice president 
and R. Carroll Allen, secretary- 
treasurer. Although the company’s 
construction crew is engaged on a 
per diem basis, the operation is 
planned to provide year-around em- 
ployment. 

In 1940 the company purchased 
500 city lots. These are constantly 
being developed into subdivisions 


PAINT display, left, is arranged conveniently and neatly for eye and sales appeal. Well lighted wall 


to meet the current housing de- 
mand. During the war the com- 
pany built 750 houses in Texas, 
Mississippi and Alabama for the 
Maritime Authority. 

Approximately 70 percent of the 
company’s business is directly to 
consumers and 30 percent to con- 
tractors. Of the 30 percent to con- 
tractors, an estimated 15 percent 
is brought to the yard without any 
promotional effort by the Louisiana 
Western Lumber company. 

The company not only finances 
the contractor with construction 












paper display, right, is set up for the convenience and comforf of customers. Note easel and table 





displays, also comfortable divan for customers. 
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EXTERIOR view of the company’s only branch yard located at Sulphur. 





OFFICERS of the Western Construction Com- 

pany, Inc., left to right: R. Carroll Allen, 

secretary-treasurer; F. Lisle Peters, president, 
and B. J. Mertzweiller, vice president. 


loans during the construction peri- 
od, but because of the quality of 
its materials and construction, it 
secures premiums from financing 
companies to whom it sells mort- 
gages and other paper. 


SERVES ENTIRE FIELD 


LOUISIANA Western serves the 
entire light construction field. The 
basic philosophy that has guided 
the management in the develop- 
ment of the business has been based 
on the expansion of lines from 
basic building materials—lumber, 
millwork, roofing, etc.—on through 
builders’ hardware, paint, special- 
ties, appliances, heating, plumbing 
and a complete house. 

In the company’s new retail store 
opened this year will be found one 
of the most complete lines of coun- 
ter merchandise to be seen in any 
retail lumber store. Air condition- 
ing equipment, plumbing, heating, 
and wallpaper exhibits are only a 
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few of the outstanding displays. Of 
particular merit is the wallpaper 
display illustrated in this article. 
The company advertising policy, 
which will be considered later, is 
designed to build consumer demand 
for new lines as they are added. It 
was one of the first retail lumber 
companies to handle plumbing in 
the South. 

Particular attention is given to 
serving the rice and dairy farm- 
ers who constitute the majority of 
the agricultural trade in the area. 
Two sidelights of Mr. Peters’ in- 
terest in this respect may be cited. 
One, the supply of unusual equip- 
ment to meet farmer needs. Re- 
cently this included the sale of two 
electric chicken pickers. Secondly, 
Mr. Peters’ activity as advisory 
councilor in 4-H club work. He 
stimulated one youth to develop 
his business initiative by buying a 
calf for $58, turning it over to a 
4-H club for feeding, then buying 
it back for $435 once the calf was 
fattened. 

NEAT LAYOUT 


THE main operation at Lake 
Charles occupies almost five acres. 
A branch yard is operated at Sul- 


phur. One of the first things that 
impresses the visitor at Lake 
Charles is the neatness and efli- 
ciency of the layout. There are 
concrete driveways, for exampie, 
throughout the yard. This repre- 
sents a considerable investment, 
but keeps the yard smart-look- 
ing and carpenters like it. They say 
they do not have to sharpen their 
tools so often as gravel dust is 
kept at a minimum. 

Four men are kept busy in the 
woodworking shop that turns out 
all types of wood work for which 
there is a demand. Display islands 
for the company’s retail store were 
manufactured in the shop. Major 
remodeling jobs in stores, offices 
and plants also help keep the shop 
busy turning out custom made sec- 
tions. 

The company has always carried 
nationally advertised merchandise 
of top quality. This policy extends 
to every item from lumber to ap- 
pliances. When the company is 
about to make a delivery of an ex- 
ceptionally fine load of lumber, the 
driver is instructed to drive down 
Main street en route to the job. 


ADVERTISING PROGRAM 

THE company’s advertising poli- 
cy has always been consistent, even 
during the height of the seller’s 
market when its newspaper adver- 
tising was mainly institutional. 
Two percent of the company’s gross 
sales is allocated to advertising, but 
it is never entirely spent. The com- 
pany’s own staff prepares news- 
paper advertisements which appear 
at least once a week in the local 
paper. Emphasis is placed on serv- 
ices rather than products and 
prices. The range of the advertise- 
ments have extended from over- 


the-counter items to complete 
homes. 
Although Louisiana Western 


does not use agency or syndicated 
material, it does share advertising 





Officers’ salaries beskpaer 
Legal, bookkeeping and clerical 


Yard labor 
Trucking labor .......... 
Miscellaneous operating 





The figures cited below show the comparison of expenses to net sales 
of Louisiana Western Lumber company, Inc. after bonuses in 1946. 


Direct selling .................. 


Percent of 
net sales Expense 
6.234 $37,034 
3.801 22,580.45 
2.703 16,061.59 
2.310 13,723.27 
1.352 8,030.43 
1.145 6,805.5! 
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costs occasionally with manufac- 
turers with whom it holds fran- 
chises. 


A weekly radio program entitled 
Orchids to You has developed un- 
usual interest among listeners by 
the award of an orchid to some 
worthy person determined each 
week by a committee. The musical 
program is interspersed with a few 
lines of product advertising. Mr. 
Peters donates liberally to a di- 
versified group of church and char- 
itable organizations. 


The outside of the company’s 
trucks is smartly labeled with the 
names of definite branded merchan- 
dise carried by the company. The 
trucks themselves are kept clean 
and well painted. 


Lumber, as readers will note in 
the departmental breakdown of 
sales, is the company’s volume item 
with sales totaling $212,000 last 
year. At the present time 95 per- 
cent of the company’s lumber is un- 
der roof. No mechanical handling 
equipment is being used at this 
time. One reason, perhaps, is that 
Lake Charles is located in an area 
in which labor costs are reasonable. 


PROFIT SHARING 


LOUISIANA Western employes 
take more than an ordinary interest 
in their work. The bonus paid each 
employe last year averaged 40 per- 
cent of his annual salary in most 
cases; the exception were those em- 
ployes paid on a hourly basis. They 


received time and one-half for over- 
time. Their bonus was 20 percent. 
Ten of the company’s 30-odd em- 
ployes have been with Louisiana 
Western for 20 years or more. A 
sales meeting for employes is held 
each morning at 7:30. 


The company’s new store is com- 
pletely departmentalized, closely 
following the structure recom- 
mended by AL&BPM. The large 
plate glass windows on the front 
and side make the entire interior 
of the store a show window. Bril- 
liantly lighted at night, the store 
is a dramatic example of effective 
merchandising. The store is located 
four blocks from the center of town 
on a secondary thoroughfare. Ap- 
proximately 5,000 cars pass the 
store daily. 


A complete intercommunications 
system keeps the central offices in 
touch with the yard, warehouses 
and shops. There are 10 ware- 
houses comprising 74,496 square 
feet. 


Newly erected are several special 
sheds where trusses, roofs and wall 
sections are manufactured for the 
prefabricated homes constructed by 
Western Construction company. 


ORGANIZATIONAL SETUP 


MR. PETERS and his immediate 
family hold 75 percent of the stock 
in the company. The remainder is 
held by R. Carroll Allen, secretary- 
treasurer; B. J. Mertzweiller, vice 
president, and Edward Wolf. Only 





Louisiana Western Lumber 
company maintains an exact 
tabulation of costs. The inter- 
esting table below shows the 
schedule of expenses for 1946. 


Percent 

of sales 
Advertising ........... 0.79 
Autos and trucks....... 0.65 
Depreciation .......... 0.81 
ee 0.55 
Dues & subscriptions. ... . 0.39 
Heat, light and water.... 0.22 


Insurance: liability, com- 
pensation, fire and tor- 
nado, other 0.86 

Labor, trucking and yard. 3.62 


Legal and professional. 29 
Office expense (postage 
and box rent). . .29 


stl and maintenance 35 
Salesmen's expense; sal- 
aries of officers and em- 


SERIE: 12.00 
Traveling .............. 36 
Payroll taxes, federal and 

state other taxes and 

licenses ............. 1.10 
Miscellaneous ......... 91 














commercial refrigeration 
Hardware _.. 
Lumber .. 
Paint 
Plumbing 


Roofing . “4 
Sash, pa _ “itil. 


Wall board __.. 


Building materials, miscellaneous. 


Total 





Wall paper, venetian blinds, linoleum, asphalt tile 


Below is the breakdown by major departments of gross sales rung up 
by Louisiana Western Lumber company, Inc. in 1946. 


Appliances, heating, air conditioning and 


Gross 

Profit 

Ratio 

ae emaneed $ 58,081.13 20.96% 
20,440.97 27.58%, 

. 212,822.67 28.56%, 
37,547.80 24.68%, 
10,869.77 17.47%, 
73,247.84 30.85%, 
52,134.66 32.95% 

Pore 76,781.85 31.86%, 
39,526.60 42.04%, 
36,795.96 8.12% 
$618,249.25 28.06%, 
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other officer of the two companies 
not previously named is Lester J. 
Morris, vice president of Louisiana 
Western. 


Mr. Peters literally grew up with 
the business he now directs. His 
father was manager of the com- 
pany while Lisle was attending 
Vanderbilt University, Nashville, 
Tenn. The Peters family acquired 
the stock held by other partners in 
1935-1936 and 1942, establishing 
the present organization. Lisle Jr., 
now in college with his sister, 
seems destined to become a third 
generation lumberman iin the 
Peters family. 


Master Merchant Peters is a past 
president of the Lake Charles Ro- 
tary Club and Louisiana Retail 
Lumber and Building Material 
Dealers’ association. He is past 
president of the Lake Charles 
Chamber of Commerce and the 
Building Contractors Association of 
Lake Charles. He is a past national 
director of the National Retail 
Lumber Dealers association. 


Mr. Peters is rightfully proud of 
his beautiful home at Lake Prien, 
not far from Lake Charles. His di- 
versions, when not completely en- 
grossed in the business of building, 
are football and traveling. 
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WO MAJOR series of articles 
will be featured in the 1948 
issues of AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER. 
They represent an expanded edi- 
torial program for the year ahead 


New Horizons in Progressive 
Management & Merchandising 


~a plus value—as the magazine 
will continue to publish a balanced 
selection of management, selling 
and dealer operation articles as it 
has for the past year. 

One of these forthcoming series 
will be on Package Estimating and 
Pricing. There will be 25 articles 
in the series. Step-by-step from 
foundation to roof these articles 


will cover all phases of home build- 
ing and construction. The first 
part of each article will cover new 
construction—the second part re- 
modeling of existing structures. 
The series will be written in sim- 
plified, down-to-earth language, and 
the articles are organized so that 
the student can master the subject 
in easy stages. The editors believe 
this is the first practical, complete 
package estimating and pricing 
system specifically developed from 
the viewpoint and for the needs of 
the retail lumber and building 
products merchant. The system is 


designed to develop the local selling 
price of (1) materials only, (2) 
labor only or (3) materials and 
labor. 

Up to the present, most estimat- 
ing systems have been developed 
for the contractor. There have 
been numerous attempts at simpli- 
fication—but most of them have 
either contained too much detail 
(by reason of being planned to an- 
swer all contingencies) or hav 
been too brief to be of practical usé 
in some localities where they were 
applied. 

This system is not intended for 








Practical Authority to Prepare Articles 


Gus Meissner is eminently qualified to write 
on estimating and construction supervision. 


Gus Meissner, as practical a con- 
tractor as ever wielded a saw or 
swung a hammer, will write the 
two major series of educational 
articles for 1948 issues of Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser. Mr. Meissner 
is one of the few men truly quali- 
fied for the job of covering pack- 
age estimating and construction 
supervision from the building ma- 
terial dealer’s viewpoint. 

Almost from infancy Gus was 
directed toward a construction ca- 
reer by his father. Gus was born 
in San Francisco but attended 
grade schools in the East. He 
then spent four years in Germany. 
Six months of each year he served 
as an apprentice on construction 
jobs and was instructed in brick- 
laying, stone work, hollow tile, 
plastering, concrete work, roof 
framing, stair layout, cabinet work 
and interior finish. The other half 
of each year he attended the Royal 
Technical Construction Institute 
and studied plan reading, func- 
tional material description, draw- 
ing, sketching and other subjects 


designed to broaden his building 
education. 

Gus returned from Germany and 
served two years as an apprentice 
in the United States. He then en- 
tered a building business with his 
father and uncle. This activity 
gave him practical experience and 
the opportunity to work with all 
types of building craftsmen. It 
gave him an overall knowledge of 
residential construction. 

Shortly after World War I Gus 
went to work for Sears Roebuck & 
company as a field man in New 
York. After a few promotions and 
transfers from one city to another 
(during this time he miraculously 
managed to squeeze in a high 
school education) he became a Dis- 
trict Manager for Sears in New 
York. In a three year period he 
boosted the company’s building 
volume in that district from two 
million to six million dollars per 
year. At that time Sears was 
building and selling “package” 
homes and remodeling jobs. 

When Sears discontinued its 
Home Construction division, Gus 





GUS MEISSNER 


Meissner joined Johns-Manville. In 
conjunction with Art Hood he de- 
veloped an estimating, specification 
and pricing system for dealers. 
For the past two years he has 
done free-lance work as a_ tech- 
nical advisor and consultant to 
various firms in the building in- 
dustry. In this connection he has 
helped them with sales plans, 


training courses, estimating sys- 
tems and operating procedures. 
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A big year is ahead for dealer-readers of American Lumber- 
man & Building Products Merchandiser. Issues in 1948 will 
continue to feature many articles on management, salesman- 
ship and dealer operations. In addition, the editorial pro- 
gram will be expanded to include two major series of edu- 
cational articles: one on package estimating and pricing— 
another on supervising package construction in all three fields: 
new home construction, structural improvements and farm 


building. 


distribution 
the building industry. 


throughout 
It has been 


designed to fit the dealer’s specific 


requirements. Before the series of 
was planned outstanding 
building material dealers all over 
the nation were consulted. Their 
suggestions have been followed and 
the resulting system is tailor-made 
for dealers. 

, No estimated or base prices have 
een set in this system. Each deal- 
er will use his own prices which 
obtain in his locality. He will also 
set base specifications to fit his 
stock merchandise. This system 


will apply (after having once been 
adjusted) to any city, town, county 
or state, regardless of material or 
labor changes, by merely replacing 
such unit prices as may be affected. 
This system will enable the dealer 
to sell with confidence and safe- 
guard his profits. 

The other major series will con- 
sist of 25 articles on Supervising 
Package Construction. This will 
parallel the Estimating and Pric- 
ing series and cover the various 
stages of construction in the same 
order. 

An introductory article to come 














later will explain these forthcoming 
series in more detail. In the mean- 
time, the editors of AMERICAN LUM- 
BERMAN & BUILDING PRODUCTS 
MERCHANDISER invite letters from 
readers. Send us your suggestions 
and ideas. We want to make these 
articles reflect your needs and cul- 
minate in a complete, workable sys- 
tem specifically adapted to your 
method of operation. Insofar as it 
is possible your suggestions will be 
incorporated into the articles so 
that they will be adapted to your 
requirements. 





PROGRAM FOR 1948 


1. There will be 26 big issues (one 
every two weeks} published in 
1948. 


2. One of these issues (dated 
April 10, 1948) will be the giant 
“Dealer Products File" issue 
containing not only vital ref- 
erence data about the mate- 
rials you sell but also a com- 
plete purchasing directory. 


3. The other 25 issues will present 
a sparkling array of articles on 
dealer management problems, 
selling techniques, store de- 
signs, merchandise displays, 
advertising, home and farm 
building, etc. As in the past, 
these issues will continue to 
feature many articles about the 
Operations of successful re- 
tailers. 


4. During the year there will be 
a series of 25 articles on Pack- 
age Estimating and Pricing. In 








FACTS ABOUT THE EDITORIAL 


down-to-earth language these 
articles will cover the entire 
structure from foundation to 
roof — will cover new home 
construction, structural im- 
provements and farm buildings. 


5. There will be still another series 
of 25 articles on Supervising 
Package Construction. Step- 
by-step these will parallel the 
estimating articles to give 
readers know-how on all phases 
of construction supervision. 


6. At various times during the 
year extra copies of back is- 
sues may be unobtainable. Re- 
prints of the Estimating and 
Supervisory articles probably 
will not be available in 1948. 
The only way to make sure of 
getting all articles in both of 
these great series is to keep 
your subscription in force 

throughout 1948. 


7. Probably there are several men 
in your organization who will 
be more valuable to you after 
they have studied one or both 
of these great series of articles. 
Enter a personal subscription 
for each of these men now so 
that each can have his own file 
with no articles missing. 
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IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








Better Morale and Teamwork 


How to get the most of the best from employees. 


TH SUSTAINED high em- 

ployment in our country, man- 
power and womanpower has become 
a major problem in American busi- 
ness—and in the retailing of lum- 
ber and building products as well. 

It might even be said that hu- 
man relations is the most impor- 
tant problem in business and that 
all business problems are basically 
problems in human relations. 

The future of any dealer opera- 
tion is determinable in terms of its 
manpower. 

Employee productivity and turn- 
over are key elements in profits 
and loss. 

Machines do not make profits— 
people do! 

If the primary purpose of retail- 
ing is to profit through service, the 
primary job of management is the 
development of competent, loyal, ef- 
ficient, service-minded people. 

The most successful management 
then is that which gets the most 
out of its people—in their own 
interest as well as that of the com- 
pany. 

The abilities and capacities of 
our people are far beyond what 
either we or they realize. 

It is estimated that we are using 
but 30 percent of our worker’s ca- 
pacities. If that is true, we are 


not only losing 70 percent of our 
potentiality for service and profit, 
but the workers have a 70 per- 
cent less standard of living then 
they could have. 

Every worker’s standard of liv- 
ing is irrevocably tied to his pro- 
ductivity—whether manager or em- 
ployee-—whether a thinking worker 
or a working thinker. 

And productivity in a _ retail 
building products operation is 
largely a matter of morale and 
teamwork. 

What is morale? Webster de- 
fines it as: Condition as affected 
by, or dependent upon, such moral 
or mental factors as zeal, spirit, 
hope, confidence, etc. 

Morale is made up of many 
things—it is the spirit of winning, 
the natural courage of an individ- 
ual, the amount of his acquired 
self-discipline, and his interest in 
other people. 

It has something of the Spirit of 
76 and die for dear old Rutgers 
in it. 

It is the contrast between the 
oarsman in the college rowing shell 
and the galley slave. 

Morale is the sum total of the 
initiative, drive, capacity for sus- 
tained action and loyalty in a per- 
son. 





Imagination and vision. 

Human understanding. 
Integrity and fairness. 

Energy and perseverance. 

A sense of fair play. 
Impartiality and sportsmanship. 
Patience and tolerance. 

A sincere liking of people. 
Exemplary personal habits. 
Controlled enthusiasm. 

Ability to see other's viewpoint. 





Management qualities that make for high morale throughout a company! 


Courage of conviction. 

Openmindedness and reasonable- 
ness. 

Sympathy and friendliness. 

Reserve strength and self-control. 

A keen sense of humor. 

Leadership capacity. 

Self-confidence, seasoned with 
humility. 

Modesty and common sense. 

Belief in applied golden rule. 
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It is an acceptance of responsi- 
bity, courage in the face of dis- 
couragement and frustration, a de- 
termination to please, the main- 
tenance of fitness for competent ac- 
tion, and cheerful willingness to 
act not because one has to but 
because one wants to. 

Morale is response, bounce, re- 
sourcefulness, spirit, sparkle and 
spark. 


In a retail lumber yard it is un- 4 


loading the car to save demurrage 
even though it is after hours; it is 
patience with an obdurate custom- 
er; it is staying with a sale until 
the last objection is overcome; it 
is training and helping fellow em- 
ployees to better performance; it 
is acting as the boss would have 
you act—when he isn’t looking. 

Morale is intellectual honesty, 
moral courage, acceptance of dis- 
cipline, capacity for both leader- 
ship and followership. 

It is standing up under adver- 
sity and adaptability to changing 
conditions. 

It is steadfastness, resoluteness, 
confidence, faith and trust. 

It is the sum total of a man’s 
attitude toward his job, his boss, 
his company, his industry, his com- 
munity and his country. 


Morale arises from a deep per- 


sonal satisfaction and happiness in 
the individual’s job. 

The most important single jact 
about morale from the management 
viewpoint is that it cannot be 
ordered—or even bought—it must 
be cultivated. 

High group or company morale is 
whole hearted cooperation among 
every and all employees who indi- 
vidually have high personal morale. 

Management has no more impor- 
tant job than the cultivation of 
high morale in the company team. 

Fortunately the ability to handle 
people successfully can be acquired. 
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It is largely a matter of finding out 

what they want, what they should 

have in their own interest, and 
what they can reasonably expect— 
and then seeing that they get it. 

What do people want from man- 
agement that they can reasonaably 
expect to have provided: 

Among the voiced and unvoiced 
aspirations of workers are the fol- 
lowing: 

1. A detailed knowledge of what 

they are expected to do. 

2, A sense of contributing, of 
being important, and signifi- 
cant in the operation. 

3. A position on the team—a 
sense of being a member of a 
winning team. 

4, Reasonable security 

job. 

5. An understanding of the rules, 
regulations and causes for dis- 
ciplinary action. 

6. An opportunity to 
and grow. 

7. Wages as high as others in like 
circumstances or being paid 
for the same job. 

8. Incentives and rewards for ex- 
tra thought and effort. 

9. An opportunity for promotion 
—to progress and grow ma- 
terially, intellectually and spir- 
itually. 

10. A fair share of the 
their labor. 

11. Serious and sincere attention 
to their thoughts and ideas. 

12. Decent environment and pleas- 
ant working conditions. 

13. A demonstrated interest in 
their health and happiness. 

14. A right to a fair hearing and a 
fair deal. 

15. The companionship and friend- 
ship of a congenial group of 
fellow workers. 


A PHILOSOPHY OF APPROACH 

BEFORE discussing specific tac- 
tics in cultivating high morale, the 
strategy of approach should be con- 
sidered. 

How does successful manage- 
ment fundamentally approach the 
problem of getting the most pro- 
ductivity out of people? 

The same way that it does out 
of machines—in principle, but in- 
—— more complicated in prac- 
Ice $ 

To get peak performance from a 
machine, management feeds it what 
it needs—oil, power, fuel, mate- 
rials. It cleans and polishes the 
machine and adjusts it to minute 
perfection. Then it maintains the 
adjustment and feeding processes. 

Men, like machines, are physical 
entities and need similar physical 
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progress 


profit in 
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adjustments. But men are also 
mental, emotional and spiritual en- 
tities. 

Machines do not have attitudes 
but men do. 

And attitude in large measure 
controls the volume of production 
of the man—and through the man 
—of the machine. 

Without correct attitudes, skills 
are seriously limited production- 
wise. (It may be noted in pass- 
ing that this applies to manage- 
ment skills as well as those of the 


Attitude begets attitude. Intent 
gives birth to intent. And the 
source of power, i.e. management, 
generates the process of action and 
reaction. 

A business is like a tree, it gets 
its nourishment from both the top 
and roots. Like a tree it will die 
unless there is a two-way flow of 
the sap. 

The trainer-manager then is 
both entrepreneur and catalyst in 
the human structure of a company 
—in a very real sense the coach of 





Clock-watching. 

Laxness and loafing. 

High manpower turnover. 
Stubborn opposition. 
Insubordination. 

Stalling and confusion. 
Unvoiced complaints. 

Low productivity. 

High costs. 

Cynicism and indifference. 
High waste and breakage. 
High absenteeism and tardiness. 





Symptoms of poor morale in an individual or group: 


Frequent mistakes. 

High accident factor. 
Sabotage and carelessness. 
Cliques, rumors and gossip. 
Defective work. 

Bad attitudes. 

Quarreling and cross purposes. 
"Getting by”. 
Disorganization and tension. 
Broken rules and regulations. 
Frequent work interruptions. 





worker.) And behind every atti- 
tude is the intent that conditions 
the attitude. 

We have mentioned that men dif- 
fer from machines. 

A further problem is that no two 
men are alike. 

This wonderful thinking machine 
—man—must have individual ad- 
justment. 

If men are to be managed to 
maximum productivity in groups, 
it must be in a manner that gives 
them an awareness of manage- 
ment’s interest in them as individ- 
uals. 

This need for individual adjust- 
ment of the human machine infi- 
nitely complicates management’s 
problem because the _ individual 
must be fed, tuned up and adjusted 
in all of his parts—the physical, 
the mental, the emotional and the 
spiritual. 

Let us now examine briefly these 
three aspects of the individual: 

The Mind: seeks understand- 
ing and creative expression. 

The Emotion: seeks removal 
of fears and a sense of per- 
sonal importance. 

The Spirit: seeks freedom and 
opportunity for growth and 
progress. 

Workers inevitably reflect what 
they think is the attitude of man- 
agement. 





the team—who trains each player 
to the peak of performance. In 
the small business, of course, the 
employer must be both trainer and 
management. 


THE ANATOMY OF ATTITUDE 


WE HAVE said that behind 
every attitude whether of manage- 
ment or worker is the intent which 
conditions the attitude. 

But let us now get at the very 
roots of attitude. 

Basically attitude is grounded in 
faith—or that lack of faith which 
is fear. 

Faith gives rise to higher aspira- 
tion—fear lowers aspiration. 

Aspiration is the underpinning 
of motivation, and motivation gives 
shape to the intent which in turn 
conditions attitude. 

Here then is the complete an- 
atomy of attitude: 

Aspiration can rise no higher 
than the balance of faith and fear. 

An individual’s: motivation can 
be no higher than his aspiration. 

Intent can be no better than mo- 
tive. 

And intent governs attitude. 

Among all humans the area of 
faith, fear and aspiration is the 
frame of reference to which mo- 
tivation, intent and attitude is con- 
stantly adjusted. 

This appears to be a “law of na- 
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ture and of nature’s God.” 

Because manpower inevitably re- 
flects what it thinks is the faith, 
aspiration, intent and attitude of 
management, we of management 
must look long and deep into the 
quality of owr faith, aspirations 
and intentions. 

We must accept the probability 
that these qualities in our people 
will not rise higher than our own. 

Tomorrow’s management must 
be more than economically smart 
—it must be morally and spiritually 
adept. 

A TWO-WAY ADJUSTMENT 

THE adjustment of attitudes in 
the industrial team of management 
and worker is a two-way process as 
well as an individual one. Here 
again is a basic distinction be- 
tween the adjustment of men and 
that of machines. 

Initially management will have 
to reappraise and in some cases 
rebuild its own structure of atti- 
tude—define more clearly its own 
faith, fears, aspirations, motives 
and intents. 

It may not in many cases be so 
much a problem of attitude re- 
placement as it is of articulation. 
To repeat—it is what the workers 
think is management’s attitude that 
governs! Many companies are los- 
ing productivity they would gain 
if management’s constructive atti- 
tudes were articulate. This is the 
trainer’s responsibility. However, 
where they exist in the field of 
either management or labor nega- 
tive motives, intents and attitudes 
must give way to the positive A 
box on this page compares these 
negative and positive motives and 
attitudes. 


Of all the positive attributes 
listed in the box, sincerity is the 
most important because workers 
detection and reaction to manage- 
ment’s insincerity is almost instan- 
taneous. Unless the positive atti- 
tude replacements are genuine, not 
only is nothing gained, but produc- 
tive ground will be lost. 

Hundreds of American compa- 
nies which are noted for their 
splendid industrial relations (and 
high productivity and profit) attest 
to the soundness of these positive 
attitudes and policies. They are 
not a rarity—but they are too 
scarce in the industrial scene. 

We can only be sure of perpetu- 
ating a free people, a free economy 
and a free government if an over- 
whelming majority of American 
businesses replace industrial en- 
mity and conflict with industrial 
unity and teamwork. 

Not only must the management 
have the right approach in culti- 
vating high morale but the em- 
ployee must have the right philoso- 
phy of approach to his job. 

The following attitudes should 
be indoctrinated among all em- 
ployees before management can get 
the best results from specific mo- 
rale building tactics: 

The employee must bring to his 
job and maintain: 

A willingness to work hard. 

A recognition that they must 
earn promotion and better 
pay. 

A spirit of cooperativeness. 

A respect for the function of 
management. 

A willingness to cheerfully 
obey proper authority. 

A service viewpoint. 





NEGATIVE 


by giving as "little" as possible 
"Power over" 
Talking "at" people 
Propaganda 
Command 
Arrogance 
Suspicion and fear 
Preemptory dictation 
inevitability of conflict 
"Rugged" individualism 


Class and rank 
Paternalism 


Education through wage losses 
or red ink 


Sophistry and cynicism 





Motives and Attitudes 


POSITIVE 


Trying to get as much as possible Trying to get as much as possible 


by giving as "much" as possible 

"Solution with" 

Talking "with" people 

Education 

Leadership 

Dynamic humility 

Faith, trust and self reliance 

Logic and persuasion 

Necessity of unity 

Voluntary cooperation 

Teamwork and partnership 

Profit sharing i 

Education through mutual 
understanding 


idsincerity 
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A deeply felt want to succeed. 
A willingness to listen to rea- 
son and react reasonably. 

A sustained enthusiasm. 

A thoughtful consideration for 
fellow employees. 

A pride in his ability to per- 
form the assigned job. 

Accceptable personal cleanli- 
ness, appearance and habits. 

Workers are largely what man- 
agement makes them! 

Specifically then, how can man- 
agement go about building better 
workers? 

Three areas of activity provide 
important opportunitics for morale 
building: 

I. The Area of Man to 
Relations. 

II. The Area of Job Environ- 
ment and Group Activities. 

Ill. The Area of Employee 
Training. 

I. Suggested Action in the Area 

of Man to Relations: 

Take a personal interest in 
each man or woman em- 
ployee. 


Man 





Praise in public and criticize ( 


in private. 

Give praise for both the work 
and the worker. 

Give praise in the presence 
of others. 

Say favorable things about a 
worker to others who may 
occasionally relay the good 
word. 

Handle complaints and griev- 
ances promptly, sympathet- 
ically and patiently. 

Reprimand fairly and firmly 
but tactfully — seldom in 
the presence of others. 

Discipline justly and consist- 
ently, but temperately. 

Never hold a grudge or per- 
mit the other person to do 
so if you are aware of it. 

Always lead rather than boss 


ie 
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—a request is better thana ff 


command. 

Be a constant pattern and ex- 
ample for your men. 

Set performance — standards 
just a little higher than 
previous demonstration. 

Make sure that the rewards 
for improved performance 
are understood. 


Talk in the language of the | 


individual—with him rath- 
er than to him. 
Promote two-way flow ot con- 
structive ideas. 
Solicit ‘ideas and opinions 
and consult with the indl- 
vidual even beyond what 
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you consider his capacity 
to contribute. You’ll be 
pleasantly surprised! 

Give pay increases when de- 
served. 

Always treat the other fellow 
like you would like to be 
treated if you were in his 
place. 

Instead of passing out judg- 
ments and making deci- 
sions for men who should 
be doing for themselves, 
take time to draw out the 
correct judgment and de- 
cision from their minds. 

Suggested Action in the Area 

of Job Environment and 

Group Activities: 

Clean, tidy wash rooms. 

Vacations with pay. 

Run down and clear up de- 
structive rumors and gos- 
sip. 

Promote 
ties. 

Initiate company-wide social 
events. 

Develop individual progress 
records and sell the idea. 

Give team credit and recogni- 
tion fully and freely. 

Provide specific incentives for 
waste elimination and cost 
reduction. (Wage _ incen- 
tives equitably established 
and fairly administered are 
a potent force in building 
high morale, increasing 
productivity and lowering 
costs. ) 

Avoid wage inequalities. 

Develop suggestion  proce- 
dures with suitable re- 
wards. 

Know what your men are 
really thinking. 

Promote mutual harmony, 
friendliness, tolerance and 
cooperation. 

Weed out or transfer the un- 
fit. (When team morale 
has reached a high point 
your men will weed out the 
drones themselves. ) 

Practice the golden rule your- 

self and promote its prac- 
tice by all. 
Promote on merit only. 
Eliminate all favoritism 
and let it be realized that 
you have done so. 

Take an interest in employees 
housing and their commu- 
nity life. 

Remove paternalism—have a 
known attitude of “not my 
employees—but our team!” 
Conduct merit surveys and 
rate the work of the men. 


recreational activi- 


Buitptnc Propucts MERCHANDISER 


Close any gaps between man- 
agement and workers— 
every team must have a 
captain, a coach and a quar- 
terback. 

Install every safety measure 
that is practical. 

Have a fair and equitable 
plan for severance pay and 
exit interviews. 

Continuously promote a 








Employee benefits found in 
companies with exceptionally 


Sickness and accident benefits. 

Group insurance. 

Hospitalization 
supervision. 

Retirement and pension plans. 

Vacations with pay. 

Wage incentives for increased 


Wage incentives for lowered 
Bonuses and profit sharing. 


Employees stock purchase plans. 
Special training courses for am- 


high morale: 


and medical 


production. 


costs. 


bitious employees. 
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friendly and congenial at- 
mosphere. 


Suggested Management Tac- 
tics in the Area of Employee 
Training: 

Practice the principle that 
three-quarters of manage- 
ment work is teaching. 

Provide reading and study 
materials. 

Give them a vision of the end 
result of their work. 

Train them in the next higher 
job. 

Train them to supervise the 
next lower and their pres- 
ent job. 

Give production employees an 
understanding of broad 
distribution problems and 
vice-versa. 

Fortify weak spots developed 
by merit surveys with spe- 
cific education and train- 
ing. 

Have a policy of briefing em- 
ployees on each important 
assignment. 

Teach employees all about 
state and government rela- 
tions and benefits that con- 
cern them. 

Base training on clear-cut 
job specifications, evalua- 
tions and quotas. 

Train them on how to get 
along with other employees. 


Provide clear understanding 
of the duties, responsibili- 
ties and authorities con- 
nected with each job. 

Always teach Why and How 
as well as What. 

Make training continuous. 

Use the conference method of 
training. Don’t preach or 
lecture. Confer. 

Train them in creative self- 
expression. Inspire them 
to dream, to idealize, to 
envision a happier condi- 
tion than their present 
status quo. 

Teach them that everything 
they buy makes a job for 
someone else. 

Finally, the simple art of get- 
ting along with people properly ap- 
plied will do wonders in building 
high company morale and cement- 
ing a friendly relationship between 
employer and employee. 

Here are some rules for getting 
along with people gathered from 
many sources: 

Be sensitive to the other fellow’s 

viewpoint. : 

Practice silent, eager, interested 
attention to what the other 
person says. 

Get on the other fellow’s side of 
the table. 

Make the other fellow think the 
idea is his. 

Adapt the other fellow’s needs 
to your purpose. 

Get a series of yeses on minor 
issues leading up to your big 
point. 

Establish a community of inter- 
est. 

Ask intelligent questions in the 
area of the other’s interest. 

Get the other fellow to do some- 
thing important for you that 
doesn’t cost him anything. 

Get cooperation on a simple basis 
leading to the ultimate pur- 
pose. 


Treat others like a member of 
the family. 


Talk in terms the other fellow 
can see and feel as well as 
hear. 

Relax and be good company. 

And most important of all— 
Really Like Your People! 


Consistent practice of these mo- 
rale building strategies and tactics 
will not only bring increased prof- 
its and satisfaction from business, 
but will assure the permanency of 
the company structure itself. 

As Woodrow Wilson said, “the 
highest known form of civilization 
is the spontaneous cooperation of 
a free people.” 
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HE FIRST THING to learn 

about closing is that there is 
nothing mysterious about it. In 
the final analysis, it is nothing 
more or less than asking for the 
order. In the days of high-pressure 
selling, a great fuss was made 
about the “closer.” Ability to close 
sales is a very vital and important 
requisite, of course. 

But anyone can close sales, if he 
will follow through on the proper 
closing technique. The difficulty is 
that those who fail to close sales, 
do not follow through, rather than 
any special magic on the part of 
the so-called “closer.” 

The time to close, or ask for the 
order (which is the same thing) 
is when the buyer has been suffi- 
ciently sold and in your opinion 
is ready to buy. The minute you 
feel the buyer is in that position, 
ask for the order under one of the 
plans that we are about to describe. 
If you find you were mistaken, that 
he wasn’t quite ready to sign, go 
back to building your sale again 
and repeat the closing process. 
Here are a few simple rules that 
should be helpful to you in closing. 

Step No. 1. Set the stage prop- 
erly. Remember that the closing of 
an important sale is a dramatic 
thing for the buyer as well as for 
yourself. In many cases, especially 
when you are selling homes, it is 
far more dramatic for the buyer 
than it is for you. Closing is an 
everyday occurrence for you or it 
should be, whereas, from the buy- 
er’s standpoint he may make no 
more than 2 or 3 large building 
purchases in his entire lifetime. 

So, in setting the stage for an 
effective close, keep the buyer con- 
stantly in mind. There are two 
places in which you customarily 
close sales: (a.) your office or dis- 
play room, (b.) the buyer’s home. 
Your office or display room is pref- 
erable because you have the other 
fellow on your ground and it is 
easier to close there. On the other 
hand, if you close in the buyer’s 
home, you will find it easier to get 
everyone concerned with the sale 
together at one time. 

Step No. 2. Be fully equipped for 
closing. As you set the stage for 
the close, analyze the sale and have 
ready at hand every instrument 
and help you will need in closing 
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such as models, samples, displays, 
literature, contract blanks, testi- 
monials, pictures, proofs, etc. It 
can seriously hurt the sale if you 
have to hunt around for certain 
items that you need and thus in- 
terrupt your selling presentation. 

Step No. 3. Have everyone pres- 
ent who has a part in making the 
decision to buy. 

Many salesmen make the mistake 
of going through a complete clos- 
ing presentation with a man and 
his wife, only to find that another 
relative must be consulted before 
the sale can be closed and he has 
to do the work all over again. Don’t 
make this mistake. In the process 
of making the sale try to find out 
just who is going to influence the 
decision to buy and have them all 
present before you start your close. 

Step No. 4. Make a thorough 
presentation of customer benefits, 
the quality that will produce these 
benefits, and supply complete proof. 

Customer benefits and proof al- 
most tell the story. It might be 
well for you to take a sheet and 
make three columns listing the 
benefits to the customer, placing 
opposite each benefit, the reason 
why your product will deliver the 
benefit. In the third column, list 
the type of proof that you are go- 
ing to use to convince the buyer 
that he will receive this benefit. You 
can use this sheet as a guide in 
your closing presentation in order 
to be sure than nothing is left 
out. 

Step No. 5. Build a buyer’s yard- 
stick and check it off, point by 
point. 

While you have been carrying 
out step No. 4, you have noted 
which of the benefits carry the 
greatest weight with the prospect. 
Under this step, No. 5, repeat these 
benefits one at a time checking 
them off the buyer’s yardstick. 

Step No. 6. Watch for the real 
buying motive and cover it from 
every angle. 

While you are checking off the 
buyer’s yardstick, you will usually 
observe that there is one benefit 
that stands out above all others in 
the buyer’s mind. In the case of a 
woman it may be the health of the 
children. In the case of the man it 
may be the money he will save. 
Whatever it is, hammer that home 
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How to Close Sales Effectively 


and stress it from every angle. 

Step No. 7. Jump the four last 
hurdles to a complete sale. 

You will remember these: 

a. Is the purchase justified from 
the viewpoint of everyone 
concerned? 

b. Could I buy cheaper some- 
where else? 

ec. Could I get better quality or 
service elsewhere? 

d. Hadn’t I better put off buy- 
ing? 

You will experience few failures 
if you jump these four hurdles com- 
pletely. 

Step No. 8. Keep the proposition 
simple. The first seven steps we 
have given you may sound like the 
close is ;etting complex, but we 
are only trying to be thorough. 
You should always be simple and 
direct. Remember the story of the 
newspaper editor who wanted to get 
a picture of an actress who was in- 
volved in a scandal. He called in all 
of his star reporters and photog- 
raphers and told them how tough 
it was going to be to pry a picture 
loose under the _ circumstances. 
These master minds tried every 
strategy they could think of, but 
failed to deliver the picture. In his 
desperation, the city editor gave 
the assignment to a cub reporter 
and he came back in ten minutes 
with the picture. 

While the stars stood around 


with open mouths, the editor asked a 


the young man what marvel of 
technique he had used to secure 
the much-wanted picture. He said, 
“I went over to her apartment and 
rang the bell. She came to the door, 
I asked her for the picture and 
she gave it to me.” So always re- 
member to keep the proposition 
simple. 

Step No. 9. Watch for buying 
signals. Every buyer unconsciously 
gives himself away at the time he 
is ready for the close and through 
practice you can detect these sig- 
nals. 
questions to draw out a signal. 

You will remember when you 
were a boy and your mother 
was baking a cake 
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a straw out of the broom when she 
thought the cake was baked, open 
the oven door and stick it into the 
cake. If it came out with dough on 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 











it, it required more baking. You 


/ can use the same principle in a 


clos 

Step No. 10. Impress the buyer 
with vour confidence. 

While it is always dangerous to 
be cocky, you should be confident 
that the prospect is going to buy 
from you. Believe in yourself im- 
plicitly and your believe will com- 
mute itself to the prospect. If you 
keep conceit out of your attitude, 
this technique is certain to be use- 
ful. 

Step No. 11. 
early in the close. 

Many salesmen make the mistake 
of leaving the price for the last 
consideration and then they show 
their fear complex when at long 
last they have to quote the price. 
Yo id work just the opposite. 
Get the monthly payment cost out 
in front of the buyer early in the 
close and kick it around so that 
everyone gets familiar with it. 
Keep referring to how low it is in 
comparison with the benefits you 
are talking about. The more fa- 
miliar the buyer is with the price 
and the more you talk about how 
low it is, the easier it will be to 
get his signature on the order 
when the right time comes. 

Step No, 12. Familiarize the 
buyer with the closing papers. 

Sometimes a building contract is 
quite a formidable instrument. 

If you have ever ridden a horse 
may know what it means to 


Plant the price 


} have a white paper blow suddenly 
> across your path. Maybe you have 
evel) 


been thrown. Don’t let the 


© contract or order blanks frighten 
| the prospect and throw your sale. 


by the time you are ready to 


» ask for the signature, the contract 
) should be as familiar as anything 


in sight. 

Siep No. 13. Ask for the order 
as trequently as necessary. 

We have told you that you should 
ask for the order four times if 
necessary. Our final word on this 


) Subject is to ask just as many times 
mother F 
= no more, no less. 
o take & 


aS is necessary to get the order, 


This strategy will relax both you 


» and the buyer because it minimizes 








‘he issue to have it repeated fre- 
(nently. A good principle to apply 
to ask the kind of questions 


SUILDING Propucts MERCHANDISER 


which will be answered by yes. This 
keeps a buyer on an affirmative 
train of thought which should be 
sustained right up to the signing 
of the order. 

Step No. 14. Handle objections 
constructively. 

A good attitude for you to take 
toward objections is that you are 
being paid to overcome them. If 
there were no objections, there 
would be no occasion for sales work. 

So you should take objections in 
your stride and one-by-one dissolve 
them. It is much better to dissolve 
them than to knock them down be- 
cause they have a way of spring- 
ing back up again if you don’t erase 
them completely. 

It is a good idea to get each ob- 
jection fully understood. Keep ask- 
ing the prospect questions on his 
objection until you are sure that he 
has told you everything that’s on 
his mind. Never interrupt the 
prospect before he has fully stated 
his objectién. 

When the objection is fully 
stated, it is a good plan to weigh it 
in your mind and decide just how 
important is it in the mind of the 
prospect. Is it a key objection or 
a minor one? Is it just an alibi 
for not buying or it is a studied 
reason for not buying? 

The word “why” will be very 
helpful to you at this point if you 
use it with tact. This is especially 
true when the prospect is putting 
up an objection as an alibi rather 
than a reason. You can quickly 
dissolve the objection with the sim- 
ple use of the word “why.” 

Each objection should be thor- 
oughly and completely answered 
with the “benefit” or ‘“quality- 
proof” formula and then you are 
ready to move on to the next stage 
of the close. 

Step No. 15. Qualify the prospect 
on his final objection. 

When you are reasonably sure 
that an objection that the prospect 
has raised is the last reason that 
he can think of for not buying 
say to him, “Mr. Smith, is that the 
only reason that you have for not 
going ahead?” 

If he answers “yes” to that ques- 
tion, you have him in a swell posi- 
tion, because you can always turn 
the objection right aound and make 


it a logical reason for him to buy 
—and buy now! 

Step No. 16. 
way. 

It should never be necessary for 
you to ask a prospect, “Will you 
give me the order, yes or no?” That 
is the poorest of all ways to close 
a sale. 

The quickest, easiest, and best 
way to close a sale is to give the 
buyer a choice between two things 
and if he makes a choice you have 
closed the sale. This is called a 
split-decision close. It is in simple 
form, a question like this: “Would 
you like to have us start delivery 
next Monday or would Tuesday be 
a better time?” You can see that if 
the buyer decides on either Mon- 
day or Tuesday, you have made a 
sale. 


Step No. 17. Make signing of the 
order a very casual thing. 

People don’t like to sign papers, 
so you should make it a rule never 
to ask anyone directly to sign any- 
thing. Here is a good play to say 
it with gestures. 

If you have used your split-de- 
cision close and the buyer has made 
a choice, spread the contract or or- 
der blank in front of the buyer and 
hand him the pen. You don’t have 
to ask him to sign. He'll know 
what you mean. One Salesman 
tries the tip of the pen as he hands 
it to the prospect and says, “Now, 
it'll work.” 


Step No. 18. Always compliment 
the buyer on his good judgment. 

This seems like a detail, but it is 
a very important one. As you pick 
up the signed paper, turn to the 
buyer and give him a grateful com- 
pliment on the excellent judgment 
he has shown in making the pur- 
chase and the satisfaction that he 
is going to get out of it. 

Step No. 19. Don’t forget to get 
the down payment. 

If it is a time-payment deal, you 
must get the credit information 
before the sale is completed. Pro- 
ceed firmly but tactfully, to get the 
necessary information upon which 
the credit will be passed. You 
should be very casual here so that 
the buyer will not be upset by the 
rather personal questions that you 
ask. 

Step No. 20. Depart gracefully. 

Don’t linger after you have com- 
pleted the deal. It is a good idea 
in a single statement, to give the 
buyer a final vision of the dominant 
pleasure or satisfaction that he is 
going to get out of the deal and 
then thank him gracefully and de- 
part. 


Close the simplest 
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Producers Council Session 


Pledges Dealer Cooperation 





Overall campaign to tell public how all branches of the 
industry are solving the housing problem is proposed by 
David S. Miller, the newly-elected council president. 





AVID S. MILLER, newly- 

elected president of the Pro- 
ducers’ Council, says it is high time 
for all branches of the building in- 
dustry to tell the American public 
how it is solving the housing prob- 
lem. 

Inviting each segment of the in- 
dustry to tell its own story from 
its own viewpoint, Miller said: 

“By relating our success story in 
a plausible and convincing way, we 
can do much to counteract the 
charge that we can’t and don’t want 
to meet the country’s building re- 
quirements,” 

Miller, who succeeds Tyler S. 
Rogers, Toledo, Ohio, as president 
of the organization of manufac- 
turers of building materials, went 
on record as indicated above while 
outlining the council’s program for 
1948 at the closing session of the 
fall meeting of the Producers’ 
Council in New York, Oct. 1-3. 

The new president is sales pro- 
motion manager of the building 
materials division of the Arm- 
strong Cork company. He has been 
with Armstrong since he graduated 
from Ohio State university in 1937. 

Of particular interest to retail 
lumber dealers was Miller’s pledge 
that the council’s technical com- 
mittee will continue to follow the 
industry-engineered housing pro- 
gram closely. 

Summarizing the industry pic- 
ture, Miller noted improved build- 
ing volume; stabilizing costs; dis- 
appearance of materials shortages; 
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improved productivity of labor; 
modernization of building codes 
and improved quality of construc- 
tion. 

PROBLEMS AHEAD 


WARNING that clear sailing is 
not yet ahead, Miller asserted: 

“Our markets in the immediate 
future are threatened by two un- 
fortunate dangers. First, a large 
part of the public has come to be- 
lieve that building costs are too 
high; second, public confidence in 
the integrity and good intentions 
of our industry has been weakened 
by forces which often appear hos- 
tile to the building industry and 
to private enterprise. 


“Because of the course of events, 
the building industry has been con- 
stantly on the defensive since the 
very end of the war. Until recently, 
it was true that the volume of new 
building was well below need. But 
things have changed. I am con- 
vinced that the time has come for 
the building industry as a whole to 
abandon the defensive. The time 
has come to claim credit for an out- 
standing job in behalf of the pub- 
lic.” 

This claim, Miller pointed out, 
can be backed up by Department of 
Commerce statistics. For example, 
after all emergency controls on 
home building were lifted, an aver- 
age of 81,500 starts were reported 
in July and August. The value of 
new construction for the first eight 
months this year, granting higher 
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DAVID S. MILLER, Armstrong Cork company, \~ 
is the newly elected president of the Produc. \ 


ers’ Council. 
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costs, was 30 percent greater than [7 
a year ago. 
“Instead of spending our time an- 
swering those who for one sae’ 
or another have been critical off 
the building industry, let’s tell the 7 
public how we overcame our handi- 
caps and have solved or are making | 

a fine start on solving our prob- 
lems. The American people admire : 
accomplishment and we have real |) 
accomplishment to hold up before [7 
them.” 

The council’s objectives — cut- 
ting construction costs and broad- 
ening the market for quality build F 
ing materials—are as sound today z 
as when the council was organized § 
26 years ago, said Miller. The pub- § 
lic is gradually realizing that the | 
rise in building costs are in line 
with the rise in costs of other serv- 
ices. Nevertheless, this rise il J 
costs has made an impression 0 § 
the puble unequaled by any other § 
cost situation with the possible sit 
uation of food. é 

In outlining the council’s pro § 
gram for the year, Mr. Miller said 
that special emphasis will be give! § 
modular coordination, particularly 
in relation to heavy construction. 
He sad the Technical committee 
will continue to follow the industry 
engineered housing program close 
ly, including the supervision 0 
time-saving studies now underway 
at the University of Illinois. 

Edward R. Carr, president of the 
National Association of Home 
(Continued on Page 50) 































company, ‘ 
1e Produc. 


er than 
time ale | 
. reason 
tical of | 
tell the | 
r handi- 
making 
ir prob- § 
admire i 
ave real | 
) befor | 
’ 


cul- by 

1 broad- § 
ty build- 
1d today | 
rganized 
The pub § 
that the 
in line 

1er ser'v- 
rise il 
ssion on 
ry other 
sible sit- 


ee 


wae 


Rae asides ieee 


il’s pro 
ler said 
be givel § 
ticularly § 
truction. § 
ymmittee & 
industry § 
im close § 
ision of @ 
inderway & 
is. f 
nt of the 
fF §6©Home 
50) 






Tt Sy : 
RMAN ¢ 














New Orleans St. Louis Dallos 
Denver Atlanta 





Bias 
BUILDING Propucts MERCHANDISER 


Your(lustomen 


GETS HIS NAME 





THE NEW, STRONGER TARP 
WITH NEW SALES APPEAL... 


Now your customer may get his name and 


address printed on his new Fulton Tarp! 
This personal-name feature that protects 
against loss or theft, is only one of the new, 
strong sales appeal that will help you corner 
the tarp business in your locality. The new 
colored re-inforcements under grommets, 
give triple strength, for longer wear—attract 
attention that will bring you new customers. 


Act now —to get the dealership on this new 
self-selling, self-advertising Fulton Tarp. Be first 
to offer it to your customers — and get the 
lion’s share of the business. 


FREE ADVERTISING HELPS 


Write today for full details on this new merchandising 
plan which includes free advertising for dealers. Get 
the profitable dealership in your community for Fulton 
Tarps — there’s a size for every use, a thousand uses 
for every size, 


FULTON BAG & COTTON MILLS 


Manufacturers Since 1870 


Minneapolis 











Kansas City, Kans. 
New York 
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Like Magic 
Old Homes can be 


made New with... 


CREO-DIPT 


Double Wall — ZEPHYRS 





Preserve the graceful lines of old houses by 
rebeautifying with Creo-Dipt Double Wall 
Zephyrs—easy to apply and costing but a small 
fraction more than imitation materials. There 
is no substitute for genuine Creo-Dipts. 

Use Zephyrs for sidewalls of old 
and new homes and gain these 


SEE\OUR 
CATALOG IN 
‘ SWEET'S 
worthwhile advantages: 


—=za“/:a 
1—Zephyr deep textured, genuine Certigrade 
red cedar shakes. 






2—Zephyr board of high insulating value. 

3— Architectural fitness for any type of home. 

4— A wide choice of colorful shades—all labora- 
tory tested and stained and preserved with 
color pigments ground in pure linseed oil. 

5—Home owners acceptance, built by 38 years 
of consumer advertising. 





6—Kasy to apply—Zephyrs are vertical grain 
designed with square butts, all sides parallel, 
thus insuring a tight, snug fit. 

Send for Creo-Dipt’s complete new catalog on [RD 

Zephyrs, containing full information on cover- 

age, recommended exposures and other data. 















CREO-DIPT COMPANY, INC., NORTH TONAWANDA,N. Y. 
CREO-DIPT OF CANADA, LTD. 


THE ORIGINAL STAINED SHINGLE 








VANCOUVER, B. C. 
FIRST AND BEST 












YOUR PROFIT, 
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SMART PUBLIC RELATIONS: Thoughtful con- 
sideration of the other fellow’s problems builds good 
will, makes lifelong friends, can lead to a whole ser- 
ies of sales! Here’s one way to mend fences with the 
farm trade—turn many farm families into grateful 
customers. 

Make up a giant-sized poster—one people can really 
read—headlined, 

“ARE YOU ONE OF THE 25 FARMERS 
out of every 100,000 marked for injury or 
loss of life through a preventable home acci- 
dent this year?” 

Underneath, run a line reading, “Here are five easy, 
inexpensive ways to prevent needless home accidents 
on your farm.” Then follow through with a construc- 
tive list of simple home repairs—set in good big type 
that’s quick and easy to read. And wind up at the 
bottom of your display poster with an invitation to 
“Ask for our FREE HOME SAFETY CHECK-LIST.” 


SOMEBODY IS MAKING A LOT OF MONEY-—signing 
up stores, restaurants, offices and hotels for face-lifting and 
complete modernization jobs. Is it you? 

It’s smart business—if you let people know you make a 
specialty of such jobs. A lot of store owners and business 
executives now have the money to act-—AND WOULD ACT 
—if they knew of some lumber yard equipped to give them 
really professional advice. And a lot more would act if 
they knew you could handle the entire job from planning 
to financing. 

Why not make this one of your Special Services and 
advertise it widely before some one else gets the idea and 
grabs the business away from you! 


DOUBTING THOMASES, PLEASE NOTE. If you 
don’t think small-space ads can do a job and you can’t 
afford to run large ones, here’s a story worth think- 
ing about. A true one. 

In a recent issue of one of the country’s largest 
metropolitan newspapers cram-jammed with high- 
powered ads, one of the best insertions measured no 
more than two inches wide by two inches deep. What 
made this ad so powerful was the headline writing and 
also the fact that the headline was set in big easy-to- 
read type that really popped out from the page. 

Here’s what it said: 

“HOW BIG BUILDINGS 
CUT FUEL BILLS 
$1000 OR MORE!” 

Body copy pointed out that big office buildings, 
schools, hotels, hospitals and other institutions have 
hundreds of windows through which a terrific amount 
of heat is lost winter after winter. The ad then went 
on to say that such heat loss can be checked and land- 
lords can save as much as one to two thousand dollars 
a year on fuel costs simply by having weatherstrips 
installed from top to bottom. 

What a copy angle! And what a whale of a way to 
do a selling job for weatherstrips, insulation, storm 





By Norm Advertising, Inc. 
New York, N. Y. 
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sash or any other winterproofing material you have! { 
It pays to advertise even in a small space—prov ded I 
you put the right thing in that space. It’s all in the 
way you say it. 


CROWD-STOPPERS: if you've never been window. 
shopping on New York’s famous Fifth Avenue, you prob. 
ably assume it takes ultra-expensive display props and 
backdrops to attract huge crowds. But day-to-day study 
of some of New York’s finest stores proves the reverse. 
Some of the biggest crowd-stoppers on the Avenue are dis- 
plays built around low-cost props and backgrounds. 

It’s not always the cost that counts. It’s the ingenuity |— 
with which low-cost materials have been used .. . lowly 
wood shavings, straw, confetti, cheap silver tinsel used in 
a different way—yes, and even chicken wire. ( 





LOOK~— you don’t have to have expensive room as- 77 
semblies and lifelike dummies to get your displays | 
looked at and talked about. But you do have to havea | 
change of scenery —and once a month isn’t once too 
often! 

Here’s why. Most people go through life looking 
without seeing—unless you flag them down and make 
them see! Display the same old thing the same old 
way in the same old place and they’ll whizz right past 
your window or counter instead of dropping in or 
stopping to do some impulse buying. 


————— 


CUE TO YOU! Each month, set off your displays with 
a different color background or a different combination of 
colors—all of them cheerful, vivid, and gay. Or feature 
some special theme each month to attract more eyes to 
your samples. 

In October for example, make cardboard cutouts of 
bright-colored autumn leaves. Big ones and little ones. 
Red ones, orange ones, yellow ones. Copper, rust, wine. 
Then attach them to white posterboard rectangles on which 
to letter the prices of your products, monthly terms and 
other display copy. Simpler yet, cut out leaves and copy © 
rectangles in one piece. ) 

In December, put your secretaries to work making Christ: 
mas tree cutouts and red-and-white candy cane cards to 
liven your holiday displays, call attention to special prod: 
ucts you want to feature. 


es 
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ARE YOU A SPONGE? If you’re very busy, the 
chances are you soak up a lot of valuable information 
you never have time to pass on to your employees. 
But you can—and should—pass on your trade journals 
to them, and encourage them to keep up on their trade 
reading in spare moments. 

This is excellent on-the-job training for every em- 
ployee, experienced and inexperienced. And _ dolla- 
saving, too. For where else can you get so much up- 
to-the-minute news about your industry and pzss It 
on at such low cost per employee? 

Over a period of time, you will find that not only K 
your employees but you, yourself, will profit from thel! © 
reading! They’ll gain a much clearer understanding © 
of your problems as an executive and employer- pick ts 
up invaluable pointers on handling tough customers— § 
start thinking and contributing more ideas to make § 
your yard a better place to shop in, and a better place 
to work in. 
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Klickitat, Washington 





Although we are now pro- 
ducing as much high qual- 
ity lumber as possible we 
cannot take care of all the 
requirements of our good 
customers, but we hope we 
will soon be able to fill all 


your lumber needs. 


Illustration: Machine setter 
adjusting moulder for size 


and pattern to be run. 


\\ Tae 


No. 49 in a series on modern lumber manufacturing. 


J. NEILS LUMBER COMPANY 





Libby, Montana 


Member Western Pine Association 
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SOUTHERN HARDWOODS ° 


look after your Onders 


He will see to it that you get the kind of lumber you want and 
need—and that it’s shipped when promised. 

His job is to follow through for you. He’s an experienced; 
lumberman. He knows production and grades—and can step 
in and help the mill crews on any special problem that arises— 
can assist or train a grader. While we do not claim to be in- 
fallible, we do have a large, 
well-trained, alert organization 
that is supplying lumber to a 





Branch Offices 


great number of customers with 
exceptional satisfaction to them. 
We adhere strictly to the recog- 
nized best ethics of the industry 
—so that you need have no 
hesitation about entrusting your 
business to us— with complete 
confidence and assurance at all 
times. 


Write, wire or telephone 
the nearest Kentwood office. 


WHOLESALE 





DETROIT — 1965 National 
"Bank Bldg. 
Phone Randolph _ 6838. 
J. Ed. Hickerson, Mgr. 


CHICAGO — 1506 Garland 
Bldg., 58 E. Washing- 
ton St. 

Phone Andover 6349. 
Roy E. Quinn, Mar. 

LOUISVILLE—2226 Walter- 

dale Terrace 
Phone Highland 4726. 
R. E. (Bill) Duerr, Mar. 


MIAMI—New office to be 
opened soon in charge 
of S. P. Davis 























T. B. Richardson, Pres. 


Offices: First Nat'l Bank Bldg. 


Phone 4-869! 


LUMBER CORPORATION 
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BATH LIY.---- KITCHEN 
BED RM istove I2-4 % 10-0 HOUSE PLAN NO. 746 


8.6 X 12-0 ae — 17,250 Cubic Feet 


1,366 Floor Feet 




















BED ROOM §F LIVING ROOM 
12-0 X 12-90 14-6 X 13-9 


BED ROOM 


12-0 X 10-6 





TERRACE 


28:0°—— 








Complete working blueprints and specifica- B EF. D R O O @M 


tions of any house design published in this 
magazine are now available af $5 per set. 22-90 X 10-6 
Two sets of plans for the same house are $8, 
three sets $10, four sefs $12 when ordered 
at the same time. All the blueprints are in 
a convenient 12x18 inch size and meet all 
FHA requirements. Please order plans by 
number, enclosing payment and address to 
American Lumberman & Building Products 
Merchandiser, 139 North Clark street, Chi- 
cago 2, Ill. 
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-Geo.J.Silbernagel 


} WHOLESALE DISTRIBUTOR 


of 


West Coast Lumber 


} 

: and 

? 

» 

, 

1 Lumber Products 


SPECIALIZING IN 


i PONDEROSA PINE 


f AND 


i DOUGLAS FIR 


e LUMBER 
¢ MILLWORK 
¢ MOULDINGS 
° SIDING 

¢ FLOORING 


‘ Geo.J.Silbernagel 


‘ GENERAL OFFICE 
1 8 S. Michigan Ave., Chicago 3, Ill. 
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may build 


Dixon Industries recently started 
construction on a great new Lincoln 
Lumber Company mill, to replace 
the old one destroyed by fire. 


16,000 FEET AN HOUR 
will be the capacity of the new 
Dixon mill and power plant—among 
the most modern and efficient in 
the nation. 


Once in operation, this big new mill 
will help us saw to, and perhaps 
through, the key log in our jam—our 
backlog of orders for high-standard 
Dixon lumber products! 


THE DIXON INDUSTRIES 


crantpixon SPOKANE 
President y= 
HAL R; DIXON at 
westeety nG @. nod rash“ 
Y Annvt ashi" NL 8) If 
go: 
S gislyroe 






Western. Pine Assn. 
Ponderosa Pine Woodwork. 
National Door Mfys.Assn 
National Wooden Box Assn. 
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Producers’ Council Session 
Pledges Dealer Cooperation 


(Continued from Page 44) 


Builders, told the council that most 
of the new housing now going up 
is priced under $10,000. He said 
new housing is going up at the rate 
of 33 dwelling units an hour for 
each eight-hour day. He said the 
rate achieved during July and Au- 
gust exceeds that of the peak pro- 
ducing year when 937,000 units 
were built. He cited FHA reports 
to show that almost 100,000 rent- 





al units have been started this year 
by private builders. 


BUNTING SPEAKS 


SPEAKING at the annual din- 
ner, Earl Bunting, president of the 
National Association of Manufac- 
turers, was strongly critical of the 
Nation’s present tax policy. Un- 
less present tax laws are over- 
hauled, the amount of additional 
new investment capital in the crit- 
icals years’ ahead will be insuffi- 
cient, Mr. Bunting said. 

American industry, the NAM 
president added, should return to 








Quality Ponderosa Pine 





Here’s a sample of some of the excellent quality Ponderosa Pine 
timber that is furnishing the saw logs to the modern A-Y mill. A-Y 
is fortunate in having above average quality timber, modern produc- 
tion facilities and an experienced organization—a combination that 
insures dependable quality products. 


Yard Stock, Factory Lumber, 
Mouldings, Industrial Items 


Members Ponderosa Pine Woodwork 


“4 
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Alexander-Yawkey Lumber Co. 


Members Western Pine Association 


Prineville, Oregon 


its practice of putting one dollar in 
every five back into more produc- 
tion to keep pace with needs. 

Maj. Gen. Philip B. Fleminy, 
Federal Works administrator, pre- 
dicted that public building expend- 
itures for the coming year will 
reach $3,700,000,000 or nearly °0 
percent more than was estimated 
for the current year. Most of this 
increase will come from state and 
local construction rather than fed- 
erally financed work, Gen. Fleming 
said. 

Norman P. Mason, president of 
the National Retail Lumber Deal- 
ers association, was a member of 
a panel discussing progress in mod- 
ular coordination and the industry- 
engineered housing program. Other 
panel members were: Harry (C. 
Plummer, chairman, Technical com- 
mittee, Producers Council; Prof. 
James T. Lendrum, associate co- 
ordinator, Small Homes council, 
University of Illinois and A. Gor- 
don Lorimer, technical consultant, 
the Producers Council. D. T. Col- 
ton, chairman, Construction Meth- 
ods committee, Producers Council, 
was moderator. 

The council’s 1948 program, Mr. 
Miller said, will cover five broad 
phases of actvity: chapter work, 
technical program, research, statis- 
tics, economics and public relations. 

Other council officers’ elected 
were: F. L. Riggin Jr., Mueller 
Brass company, Port Huron, Mich., 
first vice president; C. R. Raquet, 
Detroit Steel Products company, 
Detroit, second vice president; C. 
A. Snyder, Richmend Screw Anchor 
company, Brooklyn, secretary, and 
W. B. Peters, Truscon Steel com- 
pany, Youngstown, Ohio, treasurer. 
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“Well, what do you think of my 
proposition, Mr. Carter—is it a deal?” 


BILL KING 
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FROM OUR OWN FORESTS AND MILLS 


Carload Quantities 


PONDEROSA PINE, SUGAR PINE, 
DOUGLAS AND WHITE FIR 


YARD STOCK 


Our recently increased timber holdings and added manufacturing facilities 
assure you continued, dependable supplies of Smith-Quality lumber and 
special lumber products. Send us your inquiries for anything made of 
Western Lumber. We manufacture and specialize in 





Furniture Dimension Venetian Blind Slats, Rails and 
Glued-Up Stock Fascia 

Carpenters’ and Special Mouldings Ladder Stock 

Industrial Shook Ready-to-Assemble Furniture Parts 


We can also supply yard stock in any West Coast Wood. 


= 


Address all Correspondence to our Kansas City Offices. 


RALPH L. SMITH LUMBER CO. 


1635 Dierks Bldg. Kansas City 6, Mo. Victor 4143 


Member of Western Pine Assn., National Wooden Box Assn., National-American Wholesale Lumber Assn. 








910 U. S. National Bank Bldg., Portland 4, Oregon. 








hss ORRIN 


The Lane No. 3 Edger is built for fast, L A N F 


accurate and profitable operation. Our many i ire} 3 CHAIN FE ED 


years experience building saw mill equipment — 


assures you a thoroughly dependable Edger for G A N €7 t D G E be 


getting out large production. = ~ 





















Produces 1500 to 3000 or more, feet per 


hour. Takes lumber up to 434” thickness, ad eee 


wide. Write for complete information. 


FOR SEMI-PORTABLE 
OR STATIONARY MILLS 





Tl ae Company MONTPELIER, VERMONT 
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Unhealthy Sign 
HICKENING LEDGERS are 


a bad omen. Once again the 
capital of many a lumber dealer 
is being tied up in book accounts. 
It is better to keep lumber in the 
bins (however high priced it may 
be) than to sell it to someone who 
merely hopes he will be able to pay 
for it at some indefinite future 
date. Some of the amounts owed 
to lumber dealers by hopeful debt- 
ors are cause for real alarm. To 
date no lumber dealer of our ac- 
quaintance has found a way to 
pay his banker or his suppliers 
with book accounts. 


* %* 


Bigger business sounds like bigger 
profits but often merely turns out 
to be a bigger problem. 


* %* 


Mebbe So and Mebbe Not 
ARGE-SCALE builders can as- 
sume the functions now per- 
formed by jobbers and distributors, 
according to Wm. Levitt, one of the 
nation’s largest home builders, who 
operates in a mammoth sort of 
way on Long Island. Mr. Levitt 
in his talk before the annual meet- 
ing of Producers Council, New 
York, said: 

“Direct selling by manufactur- 
ers of building materials to build- 
ers, by-passing jobbers and dis- 
tributors, can reduce substantially 
the cost of construction.” 

There are many men of many 
minds when it comes to discussing 
that subject. Furthermore, there 
are probably not half a dozen areas 
in the United States where Levitts 
could operate on the same scale as 
they do on Long Island and keep it 
up for any length of time. 

* * * F 
Telling the Story Via Radio 

WHIPPLE'S LUMBER yards 

operating in Pennsylvania 
and southern New York, use the 
radio effectively in cooperation 
with one of their suppliers. The 
Sagebrush Serenade (better class 
Western music) is broadcast at 
3:15 p.m., Monday through Fri- 
day. Early risers at Elmira, N. Y., 
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get the Whipple story at 7:00 a.m. 
in The News That Happened While 
You Slept. Listeners like both pro- 
grams, according to Gordon Mor- 
rison, general sales manager. 


* * x 


Advertising Formula: “Make it 
simple... and say it often.” 


* * * 


Megarhyssa Lunator 


W HILE WE are dealing with 
the subject of Whipple broth- 
ers, here is the story of how the 
company cashed in on the appear- 
ance of a strange insect which 
curious residents of Laceyville ob- 
served boring deep into the hard 
wood of old maple trees. Benton 
Whipple had a photograph taken 
and sent to the agricultural depart- 
ment of Cornell university. The 
following report. was attached to 
the interesting picture and dis- 
played in local show windows: 

“The insect is a parasite (Me- 
garhyssa Lunator) on the wood 
boring parna of the pigeon horntail, 
a borer found in Maple and other 
hardwoods. With great precision 
she locates the burrow produced by 
the borer, then starts to drill until 
burrow is reached where she de- 
posits an egg. This egg hatches 
into a larva which craws along bur- 
row until victim is reached. It at- 
taches itself to the victim which 
is killed by the blood sucking of this 
parasite.” 

Needless to say, the photographs 
and the information created a great 
deal of interest . . . and many fa- 
vorable comments regarding Whip- 
ples. 


% * % 


Never heard so much complaining 
about so many things. Such a sit- 
uation frequently is taken to mean 
that some of these days we'll 
really have something to kick 
about. 


% * * 


What a Market! 


EVER EXPECTED to see the 
farmer reeking of as much 
prosperity as today. Farm income 
in 1940 was a little more than $9 
billion. In 1946 it was approx- 
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imately $25% billion. Fortune mag- 
azine used several pages in its Oc- 
tober issue to tell the story of the 


farmer’s affluence. Among many 
other things, attention was called to 
the fact that farm debt has shrunk 
from one to five in 1940 to one to 
twelve in 1947! Under such cir- 
cumstances, lumber and_ other 
building materials are cheaper to- 
day than at any time farmers can 
remember. 


* 


High prices are the direct result 
of the consumer’s willingness (or 
ability) to pay. As soon as people 
stop buying, prices begin to go 
down. Buyers, not sellers, deter- 
mine prices. 


* * 


Too Little or Too Much 


AM SICK and tired of being 
out of things,” said one lumber 
dealer wearily to another. 

“Makes me feel just the op- 
posite,” was the reply. “When I’m 
‘out’ it means I’ve sold whatever 
I’ve been able to buy and that I’m 
not going to be stuck with an in- 
ventory loss when things begin to 
go the other way. Nothing gives 
me the shivers more than to see 
bins filling up on a market like this. 
I’m all right as long as I keep 
getting out from under as soon as 
I get in.” 


When goods are scarce it’s easy 
to get the buying public to place 
an order. When the turn comes, 
it’s just as easy for them to 
change their minds. 


* * 


Why Advertise? 


HE LUMBER industry is (lo- 

ing a bit of advertising here 
and there to keep lumber in the 
picture against the time when there 
may be as much too much as there 
is now too little. Good idea! We 
note by the papers that other in- 
dustries are doing it too. In the 
past the lumber industry has been 
inclined to the belief that whien 
business is good you don’t need to 
advertise and when it’s bad you 
can’t afford it. That’s not a sound 
conclusion. 
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Are you ready to sell more 
plywood . .. ready to earn more 
— good will from your customers? 
a Why not consult IPCO... whose 
me trained staffs of plywood spe- 











rn cialists and merchandisers are Sines 
= — ready to serve you... tohelp you ~ 
mene sell America’s most versatile lum: s 
. plywood. 

: Write or call for our stock and 
' price list, today. While our stocks loos 
es ni are not yet complete, we are receiv- aes 

San ing new shipments, daily. Be pre- : 
f — pared to sell. 








v INDIANAPOLIS PLYWOOD co. 


1300 BEECHER ST. INDIANAPOLIS 7, IND. GA. 4433 


v INDIANAPOLIS PLYWOOD co. 


1ST & COLUMBIA STS. LAFAYETTE, IND. PHONE 2345 


V OHIO VALLEY PLYWOOD co. 


VINE at SPRING GROVE CINCINNATI, OHIO WO. 9280 
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Rolo} di. lcm te) w.\ 
way out/ 


HERE’S THE EASIEST! 


Yes, here’s the easiest way out of the millwork 
industry's oldest and most annoying headache— 
sash reconditioning! 

Arm-Glaze Elastic Glazing Material makes it 
possible to handle and ship sash the same day 
Arm-Glaze is applied. 

Arm-Glaze retains its elasticity, withstands ex- 
pansion and contraction and absorbs all shocks 
of normal service. Arm-Glaze seals perfectly, never 
shears. 

Arm-Glaze means an end to costly, time con- 
suming sash reconditioning. It retains its elasticity, 

“ never gets rock hard, elim- 
inates all faults common 
to ordinary putty. Arm- 
Glaze is the quick, easy, 
permanent way out of sash 
reconditioning problems. 
Start using it today! 


ARMSTRONG 


COMPANY 


4065 So. LaSalle St. 241 So. Post Ave. 319 So. Crowdus St. 
Chicago Detroit Dallas 






















BALES ANDS - UMERATURE 


New Cabinet Catch rubber roller securely. The roller, DDT, Fire Resistant Paints c 

Latest addition to the cabinet fastened to either the cabinet - sida i . 

hardware line of the Stanley shelving or side jamb, serves as fe esa ae meee Fae Ww 

Wasle in the ow Me S28 eateh a cushion against any clicking actured by Sealcrete, three of them Sh 
8, i -¢ . are of special interest. The first | 


noise. For more complete details 


Designed for either lipped or flush a Ee a eee 
sig pped o S write the Stanley Works, Dept. of these is Sealit which is a water- 


AL&BPM, New Britain, Conn. proof paint coming in 8 colors. It Th 
is said to actually seal dampness out H. 
of the walls. It can be used on | lin 

Awning Windows interior or exterior walls, above im 
or below grade. The second is No- ea 

Gate City awning windows offer Burn, a fire and heat resistant |) tio 
draft-free, safe ventilation; ade- paint, which is said not to peel, [7 cha 
quate circulation; indoor installa- chip or burn under extreme heat. [> 
tion of screens and stormsash; sun [t is a non-inflammable mineral |)‘ 

control when specific types of glass paint containing no oils, and can be | 33, 


are used, and smooth worm and applied directly over new wood, new 
gear drive. The windows can be plaster, painted or unpainted walls, 





doors, it can be applied with no ordered complete from the com- woodwork, trim, wallpaper, ete. It 
mortising needed. The catch is pany. For more complete informa- comes in ten pastel shades and 
said to be positive in action, as tion write Gate City Sash & Door white. The third paint is Seal- 
the curved, tempered steel spring, company, Dept. L, Fort Lauder- crete, an improved liquid water- 
mounted on the door, engages the dale, Fla. proofing which contains DDT. It ST. 














Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


KENNALOCK * 
FOR ALL SLIDING DOORS 


KENNALOCK eliminates the extra motion used to unlock ordinary Manufacturers of 
sliding doors. There is nothing to turn; KENNALOCK is a simple 


mechanism that unlocks with the same natural motion used 








to open the door. Built-in flush with the door surface, Ponderosa Pine, Fir and 
KENNALOCK is available for %, 1%, 1%, and 1% inch doors. 
Write for further information. Larch Lumber 
Dept. A710 





JAY G. Mc KENNA INC. 
Factory * ELKHART, Ind. 
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“WE’RE LOW ON GATE CITY 
AWNING WINDOWS AGAIN” 
























The 
Hi « A Woodmaster 


gi es 


ks 


LK. ia ee 


Hy 












“SS 
} Complete 

= Woodworking 

) nN . 

“ee Shop in Itself 

first 
‘ater- 
8. It The versatility of the 
3S out H & A Woodmaster is 
dion | limited only by the 
above | imagination of the 
“ , user. Adjustment . 
s No- = 
mechanisms on exte- = aie 
stant rior of the frame and : 7 . 
peel, changes in set up are a matter of seconds. The large 51” x 3914 


44 
heat table provides a practical working surface. The under table saw SET TER ORDER ANOTHER 


carriage eliminates complicated and fast wearing overhead arms, 


nae | op gia gear. Ten or twelve inch blade for 2%4” or CARLOAD RIGHT AWAY” 





a new . ‘ . 
walls, | > pier eres seer It pays to order Gate City Awning Windows by the 
c. It carload for two important reasons: 
and HESTON and ANDERSON 
Seal- Founded in 1921 They move fast. Wherever introduced, 
vater- DIVISION OF 606 W. Kirkwood St. Cy Gate City Awning Windows win instant popu- 
:. & ST. PAUL FOUNDRY FAIRFIELD. larity. Demand builds up into repeat carload 
AND MFG. CO. IOWA orders because no other type of window offers so 
— much for the money ... abundant light—natu- 
—— ] rally induced circulation—safety in cleaning— 
indoor installation of storm windows and screens 


rer 


PROMPT 
SHIPMENT 


Waterproof 
Building 
Paper 









— positive no-stick worm and gear operation. 





They bring bigger profits. Our liberal 
catload discount policy brings the cost ’way 
down...assures the dealer of a better profit than 
he gets from other types of sash. Scores of Gate 
City customers all over the country are carload 
repeat buyers... proof that they find it profit- 
able to buy by the carload. One size (3-36-18) 
answers 75% of their needs. 














GET THE FACTS TODAY! 
Building is stepping up. The market potential for 
windows of advanced design is tremendous. Write 
today for our attractive proposition for complete win- 
dows, windows KD in carload lots and for hardware 
only. Gate City Sash & Door Co., Dept. AL, Fort 
Lauderdale, Florida. 













Write for sample 
and price list. 


Hosking Paper Co. 
Wilmette, Illinois 
Phone: Wilmette 985 


FREIGHT PREPAID 


‘AWNING WINDOWS 


and Type D Hardware 











Shipped from 
Chicago, St. Paul or Kansas City 









Export Sales Representative, Frazar & Company, 50 Church St., New York 7, N.Y., U.S.A. 
Cable address: Frazar, N.Y. Agents in principal cities throughout the world. 
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can be used on all masonry sur- 
faces, floors and walls, both interior 
and exterior. For more complete 
information about these paints 
write Sealcrete corporation, Dept. 
AL&BPM, 1047 E. 46th street, 
Brooklyn 3, New York. 


Chain-Saw Display 


Five miniature woodsmen, hood- 
ed and mackinawed, point out the 
features of the Disston Chain Saw 
in a novel display. The cardboard 
figures have been placed in various 


Ul wcaseponee 
ZO DER 





postures at the points they are 
meant to emphasize. <A_ poster 
showing the saw being used in a 
felling operation in the lumber 
woods forms a background for the 
display. For information about 
Disston chain saws and about the 
display, write Henry Disston & 
Sons Inc., Dept. AL&BPM, Phila- 
delphia, Pa. 


Toe Hold Bracket 


A new toe hold bracket called 
Shinglers for applying asphalt and 
other roofing is being offered. The 
Shingler takes a 2x4 on edge, mak- 
ing a safe toe hold for the roofer 
without his having to drive nails 
through the new roofing. It is con- 











structed of two pieces; a thin wide 
strap with three notches which al- 
lows a Shingler to be removed 


without raising the shingle, and 





a heavy bent bar which holds the 
2x4 and forms a blunt end which 
can be struck or dropped on con- 
crete without damage to the brack- 
et. For further information write 
Reimann & Georger, Dept. AL& 
BPM, 69 N. Division street, Buf- 
falo, N. Y. ° 


Plastic Surface Plywood 

Aetna Plywood & Veneer con- 
pany has announced they have 
available a new product known as 








J. P. RINN 


Yard and Warehouse 


Chicago 23, Ill. 
BiShop 4080 





2759 So. Kedzie Ave. 


Concentration Yard 
Redding, California 
P. 0. Box 6 


H. V. SCOTT 


Rinn -dcott Lumber Cangang 


LUMBER and LUMBER PRODUCTS 


General Office 


360 No. Michigan Ave. 


Chicago 1, Ill. 
RANdolph 4878 





















BENNY PAUL BUNYAN’S LITTLE BLUE OX 


outgrew his barn in one night. Lumbermen meet emergencies with bold 
and resourceful action and Paul Bunyan is their traditional hero. 


Paul Bunyan’s trademark has identified the operations of one Cali- 


Ponderosa Pine White Fir 


SUSANVILLE 


Incense Cedar 


CALIFORNIA 


fornia forest for more than 30 years. Still going strong. 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
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1. BALANCER ACTION — for free- 


sliding sash without spirals, pulleys, 
weights or cords. 


2. WEATHER-STRIPPING BENEFITS 


— insure snug-fitting sash; no dust, 
draft or rattle. 




















U.S. Pat. No. 2,187,412 


There’s rea! economy in handling and installing Air-tite 
Window Stays. One operation takes command of any double- 
hung window for balancer action and weather-stripping 
benefits — saving over 50% in time and materials. These are 
real benefits to pass on to the house-buying public. 


Air-tite Window Stays, set in both upper and lower sash, 
apply evenly-distributed pressure toward the parting bead. 
The plunger of each Stay expands or contracts against 18 
snug-fitting 


lbs. of spring action, affording free-sliding, 
windows under all conditions. 


Architects, builders, dealers 
ond jobbers are invited to 
write for full installation 
specifications and prices. 

















! 
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STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 


Wire or write today for 
full particulars. 


The Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 











For fart, dependable seruice ou 
BUILDING SPECIALTIES 


Rely on 
FIDDES-MOORE 


e Plywood Sub-Flooring 

e Concrete Form Plywood 

© Stanwall Hardwood Panels 
© Glass Wool Insulation 


@ Westbilt Kitchen Cabinets ¢ Hardwood and 
Softwood Plywood e Commander Garage 
Doors c Douglas Fir Doors 


Phone or write for 


ovaury 7) SPAVICE details and prices. 
FIDDES-MOORE « COMPANY 


Sales and Service Offices: 


228 N. LaSalle St., Chicago 1, Ill. « Tel. CENtral 5875 
PROMPT SHIPMENT FROM HAMMOND, INDIANA 





















Soundbilt is a name that stands for quality in plywood. 
As the name itself implies, Soundbilt is a well-manufac- 
tured, soundly produced plywood. It comes from fine, old- 
growth logs. It is made in a modern plant. Soundbilt is 
a name you'll be hearing more about from now on. 


7 PA 
Ziget Senne » Me. 


230 EAST F STREET # TACOMA, WASHINGTON & PHONE MAin 0179 














FOR PROFIT 


PROTEXOL 
vaoor LUMBER 


Protected against 


- | Re TERMITES 


AND DECAY 
Protexol offers the ONLY treat- 


ment combining fire protection 
plus decay and termite resistance 

. . the result of 50 years of re- 
search in wood preservation. You 
make friends selling this lumber. 
Gain good will! The market is 


yours for the asking. 





105 Market St., 
KENILWORTH 9, N. J. 








Take Your Wife 


to the movies tonite and 
send us that house plan to 


finish. 


Service prompt—Prices reasonable. 


Lumberman’s 


Plan Service 
120 Machin St., Peoria 5, Ill. 
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WHAT'S NEW? 





Plypreg, a plastic faced plywood. 
It is a two-sided panel, and the 
plastic face is said to eliminate, 
in many cases, the need of sanding 
and finishing. The transparent 
plastic face allows the wood grain 
to show through. It is said to be 
waterproof and highly resistant to 
chemical action; is stain proof and 
is impervious to alcohol and will 
take paint. Standard size avail- 
able in natural and black is 
48x96x°, inches. Later it will be 
avaible in %s, 4%, *x, and ,); inches 
thick. Suggested uses are concrete 
forms, kitchen counters, farm ma- 
chinery sheds, hot houses, grain 
storage bins, and others. For fur- 
ther information write Aetna Ply- 
wood & Veneer company, Dept. 
AL&BPM, 1731 Elston avenue, Chi- 
cago 22, IIl. 


Chimney Oil Burner 
Development of an oil burner 
which fits in a chimney has been 
announced. The brick chimney is 
used as the furnace casing and a 
new air-circulation system elimi- 
nates much duct work, in spite of 
which forced warm air is said to 





be evenly distributed throughout a 
house because of the air circulation 
method. The furnace consists of 
a vaporizing type burner which 
projects its flame directly upward 
into a vertical porcelain steel flue. 
The fire is contained entirely with- 


in the steel tube and burner. 
A specially developed application 
combines radiant or warm floor 
heat with forced warm air. For 
more complete information write 
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Chimney Furnace corporation, 
Dept. AL&BPM, 400 Biltmore aye- 
nue, Rockville, Md. 


Fan-Glo Heater 

Two kinds of heat—hot infra-red 
rays plus fan-forced heated air «re 
features of the portable Fan-(ilo 
The patented heating 


Heetaire. 





elements are the heart of the heat- 
er--refractory bars upon which 
the heating coil is wound. When 
the heater is on, both the coil and 
the bar produce heat. These ele- 
ments may be used singly or to- 
gether. A fan forces warm air 
into the room; the infra-red rays 
heat the persons and objects in the 
room; the fan-forced warm. air 
heats the air in the room. The 
heater is finished in high-baked 
rippled enamel. For more com- 
plete information write Markel 
Electric Products Inc., Dept. AL& 
BPM, Buffalo, N. Y., or LaSalle 
Lighting Products’ Ine., Dept. 
AL&BPM, Buffalo, N. Y. 


Tournalayer House Construction 

R. G. LeTourneau Ine., an- 
nounces the publication of an 
eight-page brochure titled Ovn-the- 
Site Monolithic Construction. This 
folder illustrates the Tournal:yer 
method of building. It gives «om- 
plete description of how _ the 
method works and how it produces 
various combinations of basic units 
in order to provide any size or style 
home. Copies may be obtaine: by 
writing Tournalayer Sales divi-ion, 
R. G. LeTourneau Inc., Dept. \L& 
BPM, Long View, Tex. 


Vertical Band Resaw 

A new illustrated folder des: rib- 
ing the Ceneco model 54RT ver’ ical 
band resaw has just been »ub- 
lished. It contains detailed s:eci- 
fications of the new resaw ad 4 
complete installation diagran a 
well as a step-by-step analysi» of 
the mill’s features. The mil! has 
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QUALITY LUMBER 


AD 


When Better Lumber Is Made 
It Will Be ““GRIFFIN GRADE” 





HOLT HARDWOOD (0. 


Manufacturers of 


MAPLE @ BIRCH © BEECH @ OAK 
STRIP @® BLOCK 
and 
HERRINGBONE 
FLOORING 


BROOM HANDLES 
GRADED SAWDUST 


* 
High Grade Northern Hardwoods 
© 
Custom Kiln Drying 


* 
Members: M17. M.A. NL. HLA. NL HO HMA 


OCOnTO, WISCONSIN 











J. M. GRIFFIN & SONS, Inc. 


MANUFACTURERS OF 
PINE AND HARDWOOD LUMBER 
BOX 380-C 
NEWTON, MISSISSIPPI 





for 


ALL- AMERICAN 
PAINT PRODUCTS 


Dependable quality paint with truly all- 
American — your own home-grown — soy 
bean oil incorporated, producing a re- 
markable white, self-cleaning, durable 
LEAD house paint — li 


« 
= 


COMMONWEALTH 


SOY BEAN OIL HOUSE PAINT 





An all-purpose Exterior Paint 
for houses, barns, fences, etc. 


HONORABLE MENTION: 
FIBROSEAL Bright Red Barn Paint 


COMMONWEALTH Super-Brilliant 
Specialty Coatings 
(Alcoa Approved) 
% EXTERIOR—House Paint 
INTERIOR—Heat-Proof Aluminum Enamel 
% METAL-MASONRY—For Interior, Exterior Uses 


Aluminum 


Satisfy your customers—and bring them back for more. Write 
today for full information. 


COMMONWEALTH VARNISH CO. 
4124 W. Parker St., Chicago 39, Ill. 











“THE NAME SILVER LAKE stampep ON EVERY FOOT 


@ PACKED IN CARTONS @ 


ie 
- 
ee 
& 
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SILVER LAKE CO. 


Sold through Regional Distributors 


Burtp1inc Propucts MERCHANDISER 


LOWER PRICED GRADES 

EDDYSTONE 
PELHAM 
NUCORD 
BENGAL 


j Mills and Sales Office 
) Chattahoochee, Georgia 








been engineered for smaller opera- 
tions. Construction features in- 
clude structural steel weldments 
for certain castings; heavy duty 
self-aligning roller bearings, light- 
weight upper wheel. The special 
combination lever-and-screw _ set 
works is both illustrated and de- 
scribed in detail. For a copy of 
the new bulletin write Gunderson 
Brothers Engineering corporation, 
Dept. AL&BPM, Portland, Ore., 
or Equipment Engineering com- 
pany, Dept. AL&BPM, St. Charles, 
Ill. 





MANAGEMENT 


Guarantees the true spirit of 


Sashiitality 


. +. it always prevails in every 
perfect detail of the service and 


atmosphere you'll enjoy at 


Lhe 


DRAKE 


Chicago 
C 


Edwin L. Brashears 
PRESIDENT 








Building Paper 

Samples of 60 pound saturated 
kraft building paper, reportedly ac- 
cepted as meeting FHA standards 
in Dallas, Kansas City and Minne- 
apolis districts for use behind the 
cold wall in building construction, 
are being offered dealers by Hosking 
Paper company, Dept. AL&BPM, 
Wilmette, Ill. 


Two New Varnishes 


Fibroseal Crystal Clear for exte- 
rior and interior uses and Yacht 
Spar for marine and outdoor use, 


are two new _ varnishes being 
offered on the market. Suggested 
uses for the first are linoleum, 


floors, woodwork, oil cloth, fabric 
wall covering, washable wall paper 
and metal. The second is said to 
assure long resistance to sun, rain, 
saltwater, ice, snow and the wear 
of interior use. The company also 
manufactures specialty products 
for signwriters as well as a full 
line of paints, enamels, interior 
gloss, etc. For more complete de- 
tails write Commonwealth Varnish 
company, Dept. AL&BPM, 4124 W. 
Parker avenue, Chicago 39, III. 





Farm Ponds for Profit 
(Continued from Page 31) 


and moderate rains which cause 
continuous run-off extending over 
several days. This flow cannot be 
safely discharged through the 
sodded side spillway because of the 
continuous flow that will erode 
drainage channels into the spill- 
way and ultimately lead to com- 
plete failure of the structure under 
the flood flows. It is best to install 
the trickle tube before placing the 
earth for the dam. Concrete bell 
and spigot tile cr sewer pipe may 
be used, laid with tightly caulked 
and cemented joints. Use six inch 
tile for drainage areas up to 50 
acres; eight inch up to 75 acres 


and 10 inch up to 150 acres. Tile 
should be laid in a trench two feet 
wide and deep enough to maintain 
grade. The trench should be in 
original ground. Before laying the 
tile place eight inches of concrete 
in the trench and reinforce it. The 
concrete makes a strong founda- 
tion for the tube and assures 
maximum protection against set- 
tling and cracking which might 
cause dangerous leaks. Danger of 
leakage can be further minimized 
by building at least two concrete 
anti-seep collars around the tube. 

The concrete outlet structure for 
the trickle tube should be located 
on solid ground near the toe of the 
fill slope. The inlet is placed in 
solid earth at the upstream side 
of the fill. The elevation of the in- 
let should be one foot below the 
elevation of the side spillway. To 
eliminate form work and simplify 
construction concrete block is sug- 
gested for the sidewalls of the inlet 
and outlet structure. After the tile 
has been placed for the trickle 
tube, the concrete base slabs for 
the inlet and outlet are built. After 
these slabs have hardened over- 
night, the concrete block can _ be 
laid in cement mortar. 

Some settlement can be expected 
even in a well packed dam, so al- 
lowance should be made for it 
when the dam is built. Add % 
inch to every foot of fill height for 
settling. .Remember that the great- 
est depth of the fill will occur mid- 
way between the ends of the dam, 
so the top should be higher in the 
middle. 

With the dam complete, the up- 
stream face should be _ protected 
from the action of the waves be- 
tween the low and high water 
mark by stone paving laid without 
mortar. This is very important in 
ponds having more than one acre 
of surface area. If stone is not 
available, the slope can be covered 
with coarse gravel. 








TARTER, WEBSTER & JOHNSON, INC. 


No. 1 Montgomery St., San Francisco -« P.O. Box 1731, Stockton, Calif. 


Manufacturers of 


Ponderosa Pine, Sugar Pine, White Fir, Incense Cedar 
Lumber, Mouldings, Cut Stock 
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Current Statistics on 
Output and Distribution 


Lumber shipments of 401 mills reporting to the 
National Lumber Trade Barometer were 0.2 per cent 
above production for the week ending Oct. 4, 1947. 
In the same week new orders of these mills were 0.2 
per cent below production. Unfilled order files of the 
reporting mills amounted to 60 per cent of stocks. 
For reporting softwood mills, unfilled orders are equiv- 
alent to 30 days’ production at the current rates. Gross 
stocks are equivalent to 47 days’ production. 


For the year-to-date, shipments of reporting iden- 
tical mills were 1.0 per cent above production; orders 


» 


were 3.3 per cent above production. 


Compared to the average corresponding week of 
1935-1939, production of reporting mills was 6.2 per 
cent above; shipments were 9 per cent above; orders 
were 8 per cent above. Compared to the correspond- 
ing week in 1946, production of reporting mills was 
0.2 per cent above; shipments were 1.9 per cent below 
and new orders were 2.5 per cent below. 


Production Continues High 
in Douglas Fir Region 


Orders for Pacific Northwest lumber for the first 
nine months of this year are more than one billion 
feet ahead of orders for a similar period last year, re- 
ported H. V. Simpson, executive vice president of the 
West Coast Lumbermen’s Association. 


39-week period in 1947 were 
for the same period in 


Total orders for the 
5,486,915,000 board feet; 
1946, 4,423,223,000 feet. 


Production continued high in the Douglas fir re- 
gion during September. The weekly average for the 
month was 146,264,000 feet, a slight increase over the 
August average of 145,573,000 feet. 


September’s weekly average of orders was 132,- 
691,000 feet as against 139,924,000 for August. Aver- 
age shipments in September rose to 143,055,000 from 
the August average of 137,055,000. 


Cumulative production for the first 39 weeks of 1947 
Was 5,363,509,000; 39 weeks of 1946, 4,635,713,000; 
od weeks of 1945, 5,046,172,000. 

The industry’s unfilled order file stood at 702,169,000 


board feet at the end of September; gross stocks stood 
at 579,645,000. 


Southern Pine 


Production of Southern Pine by the 106 mills re- 
porting to the Southern Pine Association for the 
week ending Oct. 4, 1947 totaled 17,663,000 feet. This 
was 9.05 per cent above the three-year average for 
the same mills. Shipments for the week ending Oct. 4 
‘otaled 17,579,000 feet. This was 0.48 per cent below 


BuILpinG Propucts MERCHANDISER 












Drying Famous "Delfair" Pine with 
Moore Cross-Circulation Kilns 


These Moore Cross-Circulation Kilns are 
ample proof that D. L. Fair Lumber Co., 
Louisville, Miss., believes in the value of 
proper seasoning of their Southern Pine. 


They are also proof of this mill’s faith 
that by furnishing quality seasoned lumber 
now, they are assuring themselves of repeat 
orders in the years to come. 


When interested in installing Moore Cross- 
Circulation Kilns, or converting old-type 


kilns to the Moore System, write for infor- 
mation. 





Oldest and Largest Manufacturers of Lumber and Veneer Dryers 


BRAMPTON. ONT. VANCOUVER. B. C 
CANADA CANADA 


JACKSONVILLE 
FLORIDA 


NORTH PORTLAND 
OREGON 





...and all wood prod- 
ucts, rough or smooth. 











for 
LUMBER 
VENEERS 
DOWELS 
BOBBINS 








INSURE AGAINST GREEN LUMBER 


. . . test moisture as low as 0% 


Avoid errors which result in warping, shrinking, cracking and other 


failures due to improper moisture control. Test flat, curved, rough or 


irregular materials—in three seconds or less—without marring surfaces. 


Moisture Register gives you accurate tests from high percentages 
to lowest ranges at the press of a button. Based on the principle of 
high frequency, power absorption, there's a model to meet your re- 
quirements. Completely portable—easy to use. No points to break 
off or mar surfaces. 


Write today for complete information, specifying type of material 
and range of moisture content to be tested. Moisture Register Com- 
pany, Dept. A, 133 North Garfield, Alhambra, Calif. 









FAVORED BY BUILDERS 


aE PINE = PONDEROSA PINE» sygyp 
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Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 

é . . 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 





Can You Use 
Any of These? 


5 Cars 4/4x RW&L No. 2 Com. 


Gum 
5 Cars 4/4 x RW&L No. 2 & 
Btr. Hickory 


2 Cars 1x3” & 4” RL No. 3 P.E. 
Oak Firg. 


2x4 & Wider No. 2 & Btr., 85% 
Heart Pine 


1x3” & 4” No. 3 Pine Flooring 


1/4 No. 2 & Btr. Magnolia, Elm, 
Sycamore, Hickory, Gum, Oak 


There is extra value in these 
specials—extra satisfaction in all 
Scotch lumber. 


ae “elon, alee ¢ ze : 
H LUMBER CO. 
SOUTHERN PINE « SOUTHERN HARDWOODS 
FULTON, ALABAMA 


Membe i 


Mixed Cars a Specialty 


SPIB and NHLA 





LUMBER MARKET 





production for the week. Orders placed during the 
week totaled 17,071,000 feet or 3.35 per cent below 
production for the week. 


Western Pine 


The cut by the 100 mills reporting to the Western 
Pine Association for the week ending Oct. 4, 1947 
totaled 65,502,000 feet. The same week a year ago 
the cut was 69,061,000 feet. Shipments during the 
week totaled 56,480,000 feet; orders totaled 57,247,000 
feet. Shipments were 13.8 per cent below production 
and orders were 12.6 per cent below production. Un- 
filled orders on hand at the end of the week totaled 
179,444,000 feet compared with 211,472,000 feet a year 
ago; gross stocks stood at 721,059,000 feet compared 
with 678,335,000 feet a year ago. 


In the Market Centers 


SEATTLE—Weather ideal, but continuing car 
shortage, mostly in Oregon, is hindering smooth flow 
of logs and lumber. Local yards are buying very con- 
servatively. They fear being caught in a high-priced 
market. Upper items in B and Btr. can hardly be pur- 
chased at all. Beveled uppers finish and stepping costs 
$65 to $75 over ceiling. Prices on C and Btr. are 
around $175 for vertical grain flooring; $160 to $165 
for slash grain; $150 for ceiling and $160 for drop 
siding. Random common has been purchased at $65; 
boards at $68 to $70. Shingles cost from $10 to $11, 
the price depending upon quick loading. 


TACOMA—AIll mills are operating steadily. Prices 
are good, the main handicap being delivery. Railroad 
space is scarce. Rainy season has set in after an un- 
usually long dry Fall. Consequently, logging camp 
operators are curtailing production, although most 
camps will continue to operate for several weeks. The 
annual season shutdown of the camps will find the 
mills for the most part in better shape than usual as 
far as log supplies are concerned. 


KANSAS CITY—The outstanding feature of the 
Southwestern lumber market in the past fortnight has 
been the abnormally strong demand for prompt ship- 
ment of lumber and the payment of fancy premiums 
for such stock. It is not uncommon for buyers to 
pay $10 to $15 a thousand over list for lumber that 
can be delivered immediately. Prices are equal to the 
all-time high reached before the spring slump. 
enough box cars are available to meet current de- 
mands. The tightest situations are in oak flooring 
and plywood. Oak flooring is generally quoted from 
$175 to $200 for 25/32 by 2%4 inch standards with 
clears up to $240. Victory grades, unwanted a few 
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Not | 


months ago, are again in demand at $175 to $200. | 


Standard exterior 1% plywood is bringing $125, while | 


sizes up to 34 inch are commanding $260. 


¢ 
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SELLING THE PRODUCTS OF DISTRIBUTORS OF — 
*THE McCLOUD RIVER LUMBER SRHEVLIN PINE — 
COMPANY - PONDEROSA PINE 

McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
; *THE SHEVLIN-HIXON COMPANY _— — cones = 
i Bend, Oregon irst National Soo Line Building SUGAR (Genuine White) PINE 
| ‘Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
tion, Portland, Oregon. DISTRICT SALES OFFICES: : 
NEW YORK CHICAGO SAN FRANCISCO 
EE 1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
VB Fixe Woodwork Mohawk 4-9117 Telephone Central 9182 Exbrook 7041 














This Lumber is Service-Proved 


Wolmanized Lumber* is ordinary wood made 
, long-lived by pressure treatment with Wolman 
I Salts* preservative. Its ability to resist decay and 
termite attack has been proved by millions of feet 
in service for many years. All of the desirable 
qualities of wood are retained; Wolmanized Lum- 
ber is clean, odorless and paintable. American 
Lumber & Treating Company, 1646 McCormick 
Building, Chicago 4, Illinois. 


‘Registered trademark U. S. Pat. Off. 


| ’ 
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FOR SALE 
HARDWOOD LUMBER 








Primavera - Habillo 
Rosa Morada 


All Thicknesses & Grades 


Prompt Shipment — Market Prices 
N.H.L.A. Grading Rules To Govern 


PENBERTHY LUMBER 
COMPANY 


5800 South Boyle Avenue Los Angeles 11 
Kimball 5111 





























BUILDING Propucts MERCHANDISER 


TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 

















John R. Hannon Dies 
John R. Hannon, circulation man- 
ager of AMERICAN LUMBERMAN & 





JOHN R. HANNON 


BUILDING PRODUCTS MERCHANDISER 
and office manager of the Vance 
Publishing corporation, died at his 
home in Chicago, October 14. He 
was 57. 

Long a prominent figure in the 
business paper field, Mr. Hannon 


WM Wide NIFOTS 


was widely known in both Chicago 
and New York. Prior to joining 
the Vance organization in 1942, he 
spent many. years as circulation 
manager of various trade publica- 
tions, including Motor Age and Na- 
tional Real Estate Journal. He was 
one of the founders of the Chicago 
Circulation Round Table 26 years 
ago. He served as president of 
the Chicago Business Papers asso- 
ciation in 1927-1928. 

His personality, sense of humor 
and cooperative spirit earned 
him many friends. Virgil Anger- 
man, publisher of Science & Me- 
chanics, eulogized Mr. Hannon at 
an October 16 dinner sponsored by 
the Chicago Circulation Round 
Table for visiting ABC men. Mr. 
Angerman spoke of Mr. Hannon’s 
record of achievement and his loy- 
alty to his friends. 


Funeral services were held in St. 
Lucy’s church, Chicago, and burial 













was in Mount Carmel cemetery, 
October 17. = 

Mr. Hannon is survived by a son, | 
William; two sisters, Margaret and if 
Ann, and a brother, Thomas F | | 











KEYSTONE Steel & Wire company, Peoria, Ill, | 
cnnounces that its radio program “All Around | 
the Farm” went on the air again the last of 
September. Med Maxwell, producer, is shown | 
here conducting a farm interview. 





W. G. Carey, President 
Of Yale & Towne, Dies 


W. Gibson Carey Jr., 51, presi- 
dent of the Yale & Towne Manw- ff 
facturing company, Stamford, f 
Conn., died Oct. 4. 

In addition to his work as presi- 
dent of the company, Mr. Carey ff 
was a member of the U. S. Depart: 





















- OMAK-KWALITY 


Window, Door and 
Cellar FRAMES 


Trim, Mouldings, Casing, Base, 
Finish Lumber, Furniture Spe- 


cialties, Etc. 


District Sales Representatives 


Mr. R. F. Taylor Mr. H. M. Tripp 
No. 24 Welwyn Road P. O. Box No. 85 
Cry Lake, Il, 


Great Neck, L. L, 
New York 


Member Western Pine Asan. 





WRITE FOR 
ILLUSTRATED 
LITERATURE 
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‘Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
| for 52 years 


| || LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 





| 
) | 28 E. Jackson Blvd., Chicago 4, Il. 














JAMES W. SEWALL COMPANY 


Consulting Foresters 





MAIN OFFICE: 


OLD TOWN, MAINE 


Phillips & Benner 
Ruttan Block, Port Arthur, Ontario 
Established 1910 








RAINY L LAKE LUMBER CO. Ltd. 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products of J. A. MATHIEU, \Ltd., Rainy Lake. Ont. 








H. B. Jordan, Gen. Mgr. C. M. Jordan, Treasurer 
J. B. Deuisch, Detroit Mgr. 
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Clarke County Lumber Mills 


Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets, 
Crating and Fabricated Items. 





Phone: TEmple 1-2924 
834 Maccabees Bidg. 
DETROIT 2, MICH. 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE. ALA. 











PAUL B. BERRY 


Wholesale — Commission 





























Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 





























1 Or more cars softwood boards and dimen- 
sion KD or AD, machined; also panels, shorts, 
cutoffs. 1 or more cars 5” and thicker hard- 
woods, mostly 4/4” & 5/4” KD or AD. Send 
me your stock and price lists. 






















ILDING Propucts MERCHANDISER 


You'll Get Plenty of 
ACTION with a 


CORINTH 


NO. 2 SAWMILL 
...and Fine Lumber Too! 


By actual tests, the Corinth No. 2 
Sawmill has proved its superiority 
in the fast production of fine lum- 
ber—softwood, hardwood and 
mixed. This accurate mill, which 
may be used as a portable outfit or 
set up On a permanent foundation, 
is so sturdily constructed, it will 
stand up in even the severest 
services year after year. 


Send for complete specifications 
and delivery dates. For out-of-the- 
ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
him to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 








Speedy. and accurate dou- 
e-acting set works with 


steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 


Stock atoning steel head- 
block base anf Syemaete 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 
double-length service. 

Fast, improved heavy-duty 
belt feed works will with- 
stand hard usage. Bronze 
bushed idler pulleys for 
pressure gun greasing. 

Steel machine cut racks 
and Fe securely fas- 
tened to .— knee assure 
long life, and extreme ac- 
curacy. ‘Replaceable with- 
out removing entire knee. 


Adjustable rope feed gears 
permit easy pninasion of 
slack caused by wear 


tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20- 3 machined “T” 

rail track. 


18” Steel Splitter Wheel. 





67 





ment of Commerce Business Ad- 
visory council; he was a colonel in 
the Army Specialist corps during 
World War II and he has worked 
with the war department in study- 
ing programs of rehabilitation. 
At his death, Mr. Carey was a 


W. Gibson Carey 


trustee of the Mutual Life Insur- 
ance company of New York and 
the Consolidated Edison company 
of New York; he was also a di- 
rector of the Irving Trust com- 
pany, Colgate-Palmolive-Peet com- 
pany, New York Telephone 
company and Armstrong Cork com- 
pany. 


Appointments and Promotions 


WILLIAM D. Moore has been ap- 
pointed manager of the specialty 
sales department of the Lowe 
Brothers company, Dayton, Ohio. 
RICHARD D. BUTLER has been ap- 
pointed to succeed Mr. Moore as 
division manager; and WILBUR M. 
FuGIT has been named district 
sales supervisor for the Southwest 
district for the same company. 


Celotex corporation, Chicago, an- 
nounces the promotion of SAMUEL 
KRAJCI to the position of assistant 
to the vice president in charge of 
production. 


G. EDWARD CONN JR. has been 
named manager of the newly estab- 
lished Allis-Chalmers branch office 
at York, Pa. 


GEORGE W. ScOTT has been 
elected vice president and secre- 
tary of Hotpoint Inc., Chicago. He 
has been a member of the General 


Electric organization since about 
1911. 


CARL C. HVAMBSAL has _ been 
elected president of the Lumber- 
mens Associated Buyers company 


of Minnesota and North Dakota. 
The organization is a dealer owned 
one operated for and by dealers, 
Its functions are group buying, 
warehousing and merchandising of 
building materials. 


ALEXANDER D. McKAy has re- 
cently been appointed district sales 
manager in North and South Da- 


kota, Minnesota, Iowa, Wisconsin, 
upper peninsula of Michigan and 
northern Illinois for Red Devil 
Tools, Irvington, N. J. 


W. L. CARSON has been named fF 
Insulite territory representative ) 
for Insulite structural insulating J 
board products in central and east- 





THE BEST OF THE WEST 




















_Williams 
__ Plywood__ 
Company_ 


222 Chamber of Commerce Bldg. 
INDIANAPOLIS 4, INDIANA 


POLES and 
PILING 


e Toxic-Water Repellent Preservatives 


Chlorinated Phenol Toxic Base. Positive protection against Ret, 
s 
Goodwin Johnson Ltd. 


Fungl!, Termites, Excess Moisture, etc. Formulations to meet él! 
Metropolitan Building 


Wy BE Seen 
hues Sete 


lation board jobs. Sharp, strong, specially ground 
blades cut through toughest insulation boards 


leaving clean, smooth 

edge. Three tools—five $585 
blades — attachments. Sent postage paid 

AR for... anywhere in U.S.A. 

Extra Bevil-Devil Blades, of selected steel, ground to 
cut insulation board. Package of 100 for $4.00, 
postage paid. 


KIMBALL company, inc. 


1633 SYCAMORE ROYAL OAK, MICH. 





























Low Cost 


official specifica tions. A profitable retail item for Lumber Yards. 


Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL CO. 


ME M Poe) ES, a 


Vancouver, British Columbia 
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AUTOMATIC DIAMOND POINT DRIVERS 


Glaze with one hand. Efficient from EVERY position and angle. Securely 
hold clips of 100 DIAMOND POINTS which won't bend or corrode. Drive 
into hardest wood. Diamond Points for No. 1 (3) package of 50 sticks of 
100 each (5,000 points); for No. 2 (2") package of 40 sticks of 100 each 
(4,000 points). 


1-440 >) 04 | Ge cele) ae Irvington 11,N.J.,U.S.A. 
Glaziers and Painters Tools and Machines Since 1872 















George F. Becker Edwin A. Brengle 


BUILDERS 
MILLWORK 
DISTRIBUTORS 


301 E. CENTRE ST. 
BALTIMORE 2, 


EFFICIENT 
DISTRIBUTORS 
OF A COMPLETE 
LINE OF 


DOORS, 

MILLWORK, 
PLYWOOD AND 
SPECIALTIES 


IN THE 
EASTERN AREA 














Now Available! 


COPPER ARMORED 
SISALKRAFT 


Strong, flexible, easy 


to apply! For ~ 


dow flash- 


as show), é— 
in. Coppet 


10-or 12 
d Sisalkraft 
Armore wn is 


in 1 02. weig 
recommended. 


ing, 





PURE COPPER PROTECTION 
at 1/; the NORMAL COST! 


Copper Armored Sisalkraft is pure electro deposit copper 
reenforced with thousands of crossed sisal fibres and 
bonded with two layers of special asphalt to heavy kraft 
paper. Uniform, lightweight, will not kink, break or tear. 
100% impervious to moisture. For all concealed flashing 
and foundation damp-coursing. Available in 6” to 60” 
widths, copper weights of 1, 2 or 3 oz, per square foot. 


Write for complete information. 


The SISALKRAFT Co. 


205 W. WACKER DRIVE DEPT.AL CHICAGO 6, ILLINOIS 




















Prompt Service on 
SAW REPAIRS 


We are continually adding new machines to increase 
production and give better service. Our new surface 
grinder, just installed, has increased our production 
on all repair work considerably. 


Cut-downs now take 30 days or less. 
All other repair work done promptly. 
Best equipped saw Factory in the South. 


e 
J. H. Miner Saw Mfg. Co. 
Meridian, Mississippi 
Incorporated in 1912 The Original Miner Service 
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Old Growth 
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| 
at Its Best : 
IS 


OREGON - AMERICAN 
Lumber Corp. 


Vernonia, Oregon 


350,000 Feet Daily 














THURSTON-FLAVELLE 


Limited 
PORT MOODY, B. C. CANADA 











Manufacturers of J 


RED CEDAR 
SIDING 


and 


SHINGLES 


Distributed through the 
Wholesale Trade ex- 
clusively. 
























